








CLILS ter FELL 


DISPLAY SHOWMANSHIP 
... DRAMA... ACTION... 


For your windows at no cost except small incoming trans- 
portation charge. 


Yes ... A definite increase in the use of WLS itinerant promo- 
tions has been shown each year because these display 
attractions and the service has constantly improved. 


Many of the new Fall designs for America’s leading manu- 
facturers incorporate outstanding new display techniques .. . 
Full relief flocked figures . . . genuine Monsanto Fluorescent 
plastics . . . dramatic mechanical action and lighting effects. 


Reserve Yours Now! 
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TEMPERS 


Easy to Use « Economical Strong « Durable « Practical 





— a Yes... Hundreds of signs in many 
V4 new, smart designs, employing 
hte curves can now be made easier 
... faster. Can be large or small 
... Single or double faced... all 

at lower cost. 


yes 


_—" r 


"COFFEE SHOP _. 


A new, exclusive process pro- 
duces Bends in genuine, strong, 
smooth, tempered Masonite... 
Structural Bends are available in 
several curved designs from 12” 


POR to 48” wide and 8’ high. They’re 

Ui}! (@ —~———) easy to cut truct... finish 

Vf, (OH rene y ... construct... finis 
20 page fully illustrated book- . Ul qd GI F ERE __... and install. 


let... Write for yours today @ 
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FROM THE METRO-GOLDWYN-MAYER 
$3,000,000 TECHNICOLOR PICTURE 


Released by Loew's, Inc. from original 
copyrighted story by L. Frank Baum 


Stensgaard Offers 


EXCLUSIVE TO ONE STORE IN EACH CITY 
A COMPLETE TOY DEPARTMENT — 
WINDOW AND DISPLAY ATTRACTION 


See this greatest of all Christmas Shows 


All properties designed and produced 
under exclusive display license agreement 
with Loew's, Inc. 

Write of wire to our Chicago or New York 
Office . . representatives now ready to see you. 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 N. JUSTINE AVENUE CHICAGO, ILLINOIS 
NEW YORK OFFICE: ROCKEFELLER CENTER 








at an IN-BETWEEN-PRICE 


The greatest mannequin values of our career! Styled by an outstanding artist for 


smart, new fashions in dresses, coats, and suits, they combine a multitude of 
distinctive features: New action poses . . . New uplift busts . . . New military 


shoulders . . . New durable, moulded, chamois finish hair: blonde, brunette, 
"Show More—Sell More''— 


our newest illustrated bro- 





auburn . . . New glamour finish—''stop-red" painted lips . . . New small waistline. 


dure.  Move-yeutontiend Order NOW for early Fall delivery. Juniors and Misses. Each $67.50 
your copy? 3 for $195.00 


JAS. B. WILLIAMS, tne. 


498 SEVENTH AVENUE, NEW YORK CITY 
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1939 OUR NEXT ISSUE THE COVER 


For reasons beyond our control, the regular "Mystery Green," a provocative new fall 
Los Angeles article and photographs have not color introduced by Franklin Simon's, re- 
appeared in DISPLAY WORLD for the past two ceived dramatic treatment at the hands of 


The prime purpose of display is to sell. Like ad- 
vertising, display must occasionally seek to create 


yeti cols t selling. But in : . ‘ 
a ry oe ee pnaaige peers wel months. This feature is resumed in the Septem- Beaumar Jaimes, director of display. Sym- 
939 it seems to me that the alert display — ber issue, however, bringing you once more the bols of mystery and feminine allure down 
will endeavor to do a more concrete selling job. high spots in current displays from Los Angeles through the ages were the papier mache 


People will be as price-conscious in 1939 as they have and vicinity. . . . It has been necessary to 
been heretofore, and displays that are too ‘ritzy’ will postpone until the September issue the article 


appeal, therefore, to a very limited group. The dis- ©" fluorescent lighting, by a General Electric 
| ; : Company engineer, originally scheduled for the 
Playman to whom the orchids should be awarded in Aaa emilee Coming: soon: @ sesles of 
1939 will have constantly before him the keen desire articles on the use of screen process and flock- 
to sell! sell! sell!—-Morton Simpson, promotional ing in display departments and studios of all 


director, Burger-Phillips, Birmingham. sorts. 


masque finished in pure gold leaf, the ‘mys- 
tery green’ papier mache fan, and Milady’'s 
lips in vivid scarlet. Gold and green ostrich 
plumes added a touch of glamour. The 
curved wall was finished in gypsy-gold, an 
exotic shade similar to mustard, and the 
floor was in the same color with streaks of 
the green. 
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LUMARITH TRANSPARENTS NOW AVAILABLE 
IN ROLLS 40 INCHES WIDE 


SHEETS 


BUMARIH 


Colors and Thicknedsses: 


@ Clear transparent in four thicknesses 

3/1000, 10/1000, 15/1000, 20/1000 
@ Transparent Christmas red in 10/1000 thickness 
@ Transparent Christmas greenin 10/1000 thickness 


@ Transparent Christmas gold in 10/1000 thickness 


@ Lumarith in colored opaques, translucents, and 
paq 
pearls is available in all thicknesses, 20" x 50" 


sheets only. 


Lumarith, the new era plastic, has received the enthusiastic 
acclaim of display men because it combines dramatic appeal 
with intensely practical features. It has a satin-smooth sur- 
face that is fascinating to the eye and soft to the touch. 
Now, check these practical features! Lumarith does not 
shrink or stretch . . . it is germ-proof and mold-proof . . . 
it is water-repellent and cements easily and permanently 
... it is slow burning—usually referred to as non-inflam- 
mable ... it is light in weight, washable and odorless. It 
can be carved, die-formed, embossed, machined, pleated, 
printed, scored, stitched, swaged or even hand-shaped. 
Lumarith is a product of the founder of the plastics 


industry. 


CELLULOID CORPORATION, 10 E. 40th St., N.Y. C. 
ESTABLISHED 1872 


Sole Producer of Celluloid and Lumarith. (Trademarks Reg. U. S. Pat. Off.) 


REG. U.S. PAT. OFF. 


The New Ena Plastic 











showing colors 
and thicknesses 


e 
Write Your Nearest Dealer 


Nation-wide dealer service for 


your con venience. 


Lumarith is 


stocked by the following pro- 
gressive display material houses: 


MIDWEST DISPLAY 
EQUIPMENT CoO. 
2310 Locust Blvd. 
St. Louis, Missouri 


ARROW DECORATING 
& FIXTURE CO. 
19 S. Fourth Street 
Philadelphia, Pa. 


MODERN DISPLAYS 
1232 14th Street 
Washington, D. C. 
SUPERIOR TEXTILE & 
DISPLAY CO. 

2132 East 9th Street 
Cleveland, Ohio 
NEW ENGLAND DEC. 
ORATORS SUPPLY CoO. 
262 Devonshire Street 
Boston, Massachusetts 


L. E. HIER DISPLAY 
EQUIPMENT Co. 
9 North Fourth Street 
Minneapolis, Minn. 


SAMUEL C. DUTCH & 
SON 


187 Washington Street 
Buffalo, New York 
DISPLAY PAPER 
PRODUCTS CoO. 
608 W. Lake Street 
Chicago, Ill. 
OLTMANNS 
Omaha, Nebraska 
MARSHALL E. MOODY 
411 S. Ervay Street 
Dallas, Texas 


EARL B. GASTOFF 
Danville, Ill. 
BECKER SIGN SUPPLY 
COMPANY 
314 N. Eutaw Street 
Baltimore, Md. 


BERT A. LANDERS, 
INC 


823 S. Los arixelen St. 
Los Angeles, California 
DEWEESE DISPLAY 
EQUIPMENT CO. 
132 Seventh Street 
Pittsburgh, Pa. 
BERT A. LANDERS, 
INC 


930 Terminal Sales Bldg. 
Seattle, Washington 
SAMUEL C. DUTCH & 
SON 
227 Shoreland Arcade 
Miami, Florida 


DISPLAY <~-RITE 
326 Broadway Market 
Building 
Detroit, Michigan 
FORSYTHE DISPLAY 
SERVICE 
413 Abe C. Levi Building 
Louisville, Kentucky 


FRANK D. MAXWELL 
CORP. 


240 West 40th Street 
New York, New York 


M. GORDON & CoO. 
189 Greene Street 
New York, New York 


GENERAL DISPLAY CORP. 


Carew Tower, Cincinnati, Ohio 


9 





AUGUST, 1939 








Recently there has been an awakening to 
the realization of the vast selling values in 
an adequate amount and proper color in 
lighting. When one pauses to reflect on the 
effects that can be achieved with lighting 
techniques already extant and then surveys 
a representative list of retail and manufac- 
turer's showrooms, the feeling is justified 
that the exploitation of lighting and colora- 
tion in display as a sales promoter is in its 
infancy. 

Returns, the bane of every merchandiser’s 
existence, can be greatly tempered, if not 
controlled completely, by proper choice of 
illumination where the article to be pur- 
chased is displayed. Authoritative reports 
based on exhaustive analysis indicate that 
60 per cent of the failures to make merchan- 
dise stay sold are caused by customers’ eyes 
failing to appraise easily and correctly the 
quality, texture, and color of the merchan- 
Correct illumination and color control 
overcome this. displayed for 
under light resembling the actual 
light conditions under which they will even- 
tually be that the 
received at the will be substantiated 
instead of contradicted when the customer 
later examines the purchase. So aware of 
this fact have store executives become that 
some 25 per cent of all retail 
undertaking the installation of 
new fixtures to improve lighting conditions 
It is pertinent to note, however, that new 
fixtures do not mean getting 
proper light. 

Of our normal human impressions 87 per 


dise. 
Goods sale 
closely 
impression 


used means 


store 


first-class 


stores are 
necessarily 


cent are received through the eyes, thus 87 
per cent of the impulses prompting a cus 
tomer to make a purchase are optical rather 
aural. Dramatic, attention-compelling 
light in window displays will attract the 
shopper's eye. The prospect sees—is pleased 
interior. A chain 
of impressions has been made. The effect 
should have been cumulative, each contrib- 
uting to the affirmative decision which will 
close the transaction. Adequate illumina- 
tion and color of the interior can 
be the most salient features of this impres- 
Guide the customer's 
eves and hold them on your merchandise. 


than 


inside—scans the 


eZ OCS 


correct 
sion-forming chain. 
Insufficient light and clashing colors con- 


—Howard Ketcham is widely known as a 
color and design consultant for some of 
the nation's leading companies, and is also 
recognized for his creation of dramatic and 
convincing displays. He is especially adept 
at using color and color-correcting lighting 
in emphasizing outstanding features of a 
variety of merchandise. . .. In the case of 
the display for Best & Co., New York City, 
shown here, color-correcting light was em- 
played to bring out the true charm and 
romantic atmosphere built around the per- 
fumes— 
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By HOWARD KETCHAM, President 
Howard Ketcham, Inc., New York City 


fuse the eyes, resulting in an immediately 
unfavorable reaction that is hard to over- 
come by the most articulate salesman. Fur- 
thermore, when the merchandise is displayed 
properly and illuminated correctly the buy- 
ing decision is hastened immeasurably; sales 
persons’ time is put to better advantage. 

Latest studies indicate that the quality, 
quantity, and direction of illumination suit- 
able for group of merchandise might 
fail completely when applied to another 
group. Various materials have varying 
light reflection factors which are further in- 
fluenced by the location intensity, color, and 
direction of illumination. For instance, 1n 
a recent case the author noted that a light- 
ing scheme which proved excellent for linen 
and other white failed miserably 
when applied to rugs, furniture, furs, dresses, 
suits, or accessories. 

In a 
reproduced the precise individual appearance 
conditions under which forty-five different 
fashions in men’s apparel would be 


one 


goods 


recent Esquire Fashion Forum we 


worn. 
Merchants saw how each individual fashion 
would look in its eventual environment. This 
was equally true for a Tyrolean ski-suit tor 


erchandise Is Vain; 
latter It With Lisht 


wear in dazzling daylight or the midnight 
blue formal wear under 
deficient artificial light. 

In showing the various fabrics and fash- 
ions, the colored lighting reproduced the at- 
mospheric conditions by the following ar- 
rangements. (Chart, page 48.) 

With only five basic color filters and spot- 
lights, as many as twelve light 
can be created. Properly selected green and 
yellow filters can be blended into an effec- 
tive lemon color more delicate than either 
of the two used separately. A combination 
of green and blue results in a harmonious 
blend of turquoise; blue and violet are the 
components of a soothing indigo. If a royal 
purple is desired the effect is secured by a 
mixture of the violet and yellow. Magenta 
is obtained by combining red and violet. 

Glass filters have recently been improved 
to the point where intensity 
through filtration is negligible and the dan- 
ger of damage heat has 
eliminated. 


dress for color- 


colors of 


loss of light 


because of been 


In addition to filter-use, many fascinating 


display effects have been achieved by the 


[Continued on page 48] 








Nearly everyone who has had something 
to say on the fascinating subject of display 
has at one time or another compared it to 
the theatre in its use of dramatic lighting, 
Little men- 


tion has been made of the sharp drama ot 


color, and emotional appeal. 
those lightning changes of scene that bring 
to display the important theatrical qualities 
ot contrast 


So switt 


and 
and 


suspense 

been the scene- 
that the 
breathless bystander @s inclined to wonder 


sudden has 


shifting of the past few weeks 


if display windows have recently been 


equipped with that property of the theatre, 
\ quick right-about- 
and summery 


stage. 


the revolving 


face and trees and flowers 
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Fifth Avenue Windows 
Do Risght=“About=Face 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 


frocks have been replaced by the early snow- 
falls, luxury furs, and richly glowing colors 
of fall. 

\s always, the 
Looking into the plate glass at these new 


change is stimulating. 
settings holds the same fascination as gaz- 


magic crystal—one catches the 
glimpse ot the 


. the bustles and 


ing into a 
first thrilling 
groomed for fall honors 
the hourglass silhouette and the little plumed 
hats to top them off. 

A Grecian influence prevails in the highly 
upper left, which 
Display Director Sidney Ring created as one 


fashions 


decorative setting at the 


of a series of August fur windows at Saks- 


Fifth Avenue. Integral to this particular 


AUGUST, 1929 


display are the white ermine wraps whi 
are fitted into cut-out openings in the wh 
plaster finished background ... building up 
the “trompe l'oeil” illusion of an actual bas 
relief. 
drapery 


The figures are plaster with class 
petrified into graceful, sculptured 
folds by a special plaster technique. Onh 
the heads are in true relief—the profile head 
with its hairdress in black, very 
against the white panel. The 
seated figure, plaster-coiffed in white, has a 


Grecian 
effective 


delicate bisque-tinted complexion, the lines 
of her figure sweeping gracefully into the 
fanlike arrangement of wine ermine pelts 
tied with a kotted chiffon scarf at her feet 
Though figures are hardly to be 
classed as mannequins, they have movabk 
arms to help in posing them in the atti 
tudes required by the clothes they are wear 
ing. 


these 


“Whether you're coming or going—You 
must arrive in a New Fall Hat” points out 
a fashion headline in the Bonwit Teller win- 
dow in the center of this page, where Tom 
Lee, director of display, uses a miniature 
locomotive to put travel 

Constructed of along the 
sturdy lines of a child’s toy, the unit is 
painted ivory inside and covered in a 
ringbone wallpaper pattern of green, brown, 
and rust that points up the brown costume 
on the mannequin and the chic freight of 
“pine-trimmed hats to wear with your first 
wool dresses.” These are perched atop white 


across the theme 


wood simple, 


her- 


papier mache ovals on white wooden rods 
projecting over the side of 
amusing fashion. Hatboxes 


the engine in 
within the cab 
and in the right foreground are covered with 
wallpaper pattern as the train, 
the inside of the box cover serving as the 


the same 


show card. 
At) Franklin Director 
Beaumar Jaimes created an exciting fire 


Simon's, Display 
works display to introduce for the first time 
in New York, “Rocket Heel Hosiery .. . to 
set off your ankles!” 


The window aroused 


much favorable comment not only because 
a new trend in hosiery is news in itself, but 
the setting struck a new and dramatic note 
in the treatment of a prosaic stock item as 
can be seen in the lower photograph on 
page 06. 

wire 


shoot 


Long streamers of heavy 
painted in bright fireworks 


forth from the backwall and ceiling to end 


gauge 


Cc yc rs 


in wire loops enclosing tightly rolled stock 
ings which about to catch the spirit 
of the setting and unfurl themselves 


seem 
upon 


left, by Sidney Ring, Saks-Fifth 
Avenue . . . center, by Tom Lee, Bonwit 
Teller . at left, an unusual dramatizo- 
tion of a hosiery theme, by Beaumar Jaimes, 
Franklin Simon's. (All photographs by cour- 
tesy of Worsinger Window Service, New 
York City) — 


—Upper 
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—At right, an unusual August furniture sale 
display by Irving Eldredge, R. H. Macy & 
Co... . center and lower illustrations, two 
displays by Dana O'Clare, Lord & Taylor— 


the air. Longer streamers extending nearly 
to the floor are looped with a number of 
stockings spread fanwise to show the quality 
to best advantage. Modern satin finish metal 
fixtures in either foreground corner have 
the stockings displayed to show the impor- 
tant style feature—the pointed “rocket 
heel.” Completing the colorful picture, the 

mannequin in wine color dress perches on a 
green block smeared with color from which 
long flashes of fireworks colors radiate 
down the slope of the green burlap floor 
The background is soft blue with cloud for- 
mations in stippled white. 

A new departure in the technique of fur- 
niture display was recently introduced at 
R. H. Macy's when this. store combined 
sound principles of art and merchandising 
to create three lovely settings in which the 
furniture was presented in the most attrac- 
tive manner possible. (First illustration on 
page 7.) 

Dominating each window was a charming 
water color sketch showing one corner of a 
room interior drawn from a complete and 
authentic room plan in which all the fur- 
nishings on display in the window were 
shown in correct scale and perspective— 
these exacting details also incorporated into 
the painting. All of the windows were given 
appropriate and individual headings, the in- 
timate comfort of the one illustrated here 
reflected in the title, “Conversation Piece— 
a Suggested Living Room from Forward 
House that uses the rich, deep tones of 
rosewood as a foil for bleached mahogany.” 

The walls are done in light yellow-green 
with wide beige stripes simulating the dado 
around the base and the easy chairs rendered 
to simulate brown velvet. The furniture 
arrayed so effectively around the setting in 
each window includes a key-piece not shown 
in the sketch; in this it is the white lacquer 
and bleached mahogany chest backgrounded 
by a panel of the same soft yellow-green of 
the painting. The tufted brown taffeta chair 
at the left does not appear in the sketch, 
though many of the smaller accessories do. 
The carpet repeats the same soit, subdued 
shade of “dirty green” as is used throughout 
the windows. The painting is éramed in a 
rich brown velvet and gilded moulding with 
a drape of the velvet swept to the fore- 
ground. Gilt wood signs carry the black- 
lettered announcement, “Macy's Midsummer 
Furniture Show.” 

In planning these windows the thought 
was to show a partial design for a tasteful 
and authentic interior which could be com- 
pleted with the pieces of furniture on dis- 
play, thus giving the couple a guide with 
which to work out their own arrangements. 
The interesting and worthwhile feature of 
these displays is that absolutely no liberties 
were taken with the painting and there is 
not a single item in the entire scene that 
can not be duplicated within the store. 
Irving Eldredge is director of display for 
M cy’s. 

lhe high peak of elegant simplicity was 
attained in Lord & Taylor’s first fall fashion 
series where “Official” colors sponsored by 
[Continued on page 41] 
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State Institutional Displays 
Made Permanent Exhibit 


Back in 1937 when the firm of Loveman, 
Joseph & Loeb was fifty years old, Joseph 
H. Loveman, president and son of the 
founder, started an institutional promotional 
idea using both the full battery of display 
windows and newspaper advertising. The 
story of the Golden Jubilee Industrial Ex- 
hibit is now history (DISPLAY WORLD, 
September 1937), and so is the Beauty Spots 
of Birmingham campaign of 1938 (DIS- 
PLAY WORLD, August, 1938). They served 
to set the stage for the third act in the 
series—the 1939 presentation: “Our pride in 
Alabama knows no bounds.” 
Early in March Mr. Loveman 
Jeff Twentyman, publicity director, and the 
writer, and intimated to them that he was 
not satisfied with the idea of a World’s Fair 
hook-up that had been under contemplation 
since January. He said, “A good general 
has always a plan for a possible retreat in 


called in 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


mind; what would you boys do if I turned 
down this idea entirely?” “Glorify the state 
of Alabama,” was the reply. “How?” was 
his question, and the showing that was to 
bring plaudits from people in every walk of 
life was the answer. 

First, we surveyed the map of the state. 
Then we consulted a newspaper man who 
had visited all parts of the state. We found 
there was much to be glorified that the aver- 
knew little about. Many had 
heard of Bellingrath gardens, but where 
were they? There was, generally, but a 
vague idea of a marble industry. And 
scarcely anyone had ever heard of such a 


age citizen 


—Complete details of this remarkable series 
of institutional displays are given in the 
accompanying article. For building cus- 
tomer good will through civic displays, this 
exhibit probably stands alone— 





Cultivated Water Cress at Huntsville Ala 





Little derusalem at Cullman Ala 








thing as an Alabama water cress industry at 
Huntsville. 

And so, believing that one eye-witness is 
better than ten hearsays, Twentyman and 
the writer spent eleven days with a photog- 
rapher along, taking pictures and gathering 
data first hand of the unusual, little known 
things of the state. 

In discussing what would be usable with 
Mrs. Marie Bankhead Owen, director, State 
Archives and History, and sister of Speaker 
Bankhead, she was tremendously impressed 
with the possibilities of showing the back- 
ground of the state’s history and agreed to 
lend certain items to the exhibit. More, 
she agreed to spend a day in the store dur- 
ing the exhibit to consult with teachers, 
pupils, or the public concerning any part of 
the state’s history. 

State officials and heads of the State 
Chamber of Commerce in the various town- 





Cattle from Expermental Station 
at Marion Junction Ala 











State 
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dal k- 
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ships all contributed information and advice. 

Soon, however, it was found that the 
store’s battery of twenty-one windows would 
be inadequate to carry the story as first 
planned because more than that number of 
dramatic ideas were found. Then the thought 
of making several composite displays was 
adopted and turned out to be very successful. 

In the displays, a background was made 
by taking a landscape style photograph of 
the various subjects, singly or composite, 
and enlarging them up to 4 feet by 8 feet. 
The natural colors were noted at the time 
the photograph was made and were sent 
along to the air brush artist in a distant 
city; thus the beauty of the coloring won 
much favorable comment from the public, 
and the completed enlargement was a splen- 
did attraction from the sidewalk. 

In each window were shown smaller pho- 
tographs of each operation in the develop- 
ment of the particular product. Then each 
article was shown at various stages of man- 
ufacture—such as chips, wood pulp, and 
through each stage to paper. Each window, 
too, had show cards enough to give com- 
plete details to every interested passerby. 

Crowds thronged the sidewalk from as 
early as 6 a. m. up to as late as 11 p. m., 
while the exhibit was on view; editorial 
comment was given on the front page of the 
Age-Herald. The Birmingham News and 
the Post (both evening papers) carried the 


Aluminum Co of America 
tog . 





Quarry of Alabama Marble 
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Later, nearing 
the end of the exhibit, the News gave its 
leading editorial over to the suggestion 
“Something should be done to make a per- 
manent place for the Loveman exhibit.” 


story in their news columns. 


The store carried a series of six pages 
of newspaper advertising on the exhibit, 
giving the detailed story and urging people 
to see the windows. Because school teach- 
ers asked for nearly 600 copies of the insti- 
tutional pages, it was found necessary to put 
them together in a section. 

The store created a series of tie-in educa- 
tional programs over one of the local radio 
stations. Well-known people in Birming- 
ham and the state cooperated in making the 
seven broadcasts a much enjoyed feature. 

It was noticed that while the window ex- 
hibits were explanatory in themselves, the 
firm had nearly twenty requests to have a 
special guide to conduct entire classes of 
students around the battery of windows. 

Mr. Loveman, although vacationing in 
Florida, received telegrams and letters from 
educators, the State Chamber of Commerce, 
the local Chamber of Commerce, the curator 
at the University of Alabama, and many 
others, asking for all or part of the exhibit. 
The series of displays has since been made 
into a permanent exhibit, located at our 
State Chamber of Commerce at Montgomery. 

It is particularly notable that on the one 
Sunday in which the displays were in the 












windows, there was barely standing space 


on the side-walk. Letters from doctors, 
lawyers, and other professional people were 
received asking that the display be kept in 
as long as possible. While the number that 
viewed the displays was not clocked, it was 
estimated by newspaper people that at least 
100,000 people saw the exhibit. Many com- 
ments were relayed to the store that numer- 
ous people saw it several times. 

The window exhibits were as_ follows, 
starting with the upper row, left to right, on 
page 8: 

Little known betore, but now greatly ad- 
mired, is the water cress industry, Hunts- 
ville. More than 800,000 bunches of cress 
were shipped from here in December and 
January alone. The background showed a 
large view of one of the seven water cress 
ponds. Fresh cress was put in the window 
daily, and was also served in Loveman’s res- 
taurant. Several 16-by-20-inch views showed 
the cutting, packing, and shipping of the 
cress. 

Maxwell field, Montgomery, one of the 
largest federal air fields in the nation. An 
army-made air photograph was used for the 
enlargement on the background. Airplane 
equipment and the commandant's picture 
were featured in the exhibit. 

The third window illustrated one of the 
show places of Alabama, featuring the handi- 
[Continued on page 45] 















10 


DISPLAY WORLD 


AUGUST, 193 


Autumn Strikes State Street 


Jack Frost, with his usual slyness and 


alacrity, has managed to slip by the door- 
State 


turn out a 


keepers of the majority of the street 


stores just in time to goodly 
showing of red and gold leaves, silvery pine 
bitten for the 


annual prevue of milady’s autumn wardrobe. 


cones, and ice window panes 
for the most part, take on a 
with the 


lackadaisical summer themes portrayed dur- 


Loop display 5, 


crisp accent contrasting sharply 


ing the past two months. 


The transition of the seasons, however, is 


not yet complete, for August is an oppor- 


tune time to remind bargain shoppers. ot 


sensational values in warm-weather mer 


chandise, now making its last public ap 
pearance betore being relegated to the store 
room shelves 

an admixture of 


finds tor the 


So the scene 1s summer- 


winter-hot-or-cold, featuring 
hints to the 
offer 
tion to every passerby 
J. Polari, 
Stevens «& 


into his 


foresighted, hindsighted, in a 


protusion to something of a tempta 
Charles A 


distinctive fall 


display director, 


Sons, myects a 


note front window presentation 
emphasizing long short fur 
half of this display is pictured at the 


right on the 


and coats; the 


right 


lowe! opposite page Twin sec 


tional panels of taupe painted wood form 


the neutral background for a bevy of ducks 
topping a clump of crepe pape 


The birds 


claws ot 


on the wing, 
cattails in gay greens and russet. 


are ot galvanized tin. with wire 


and wooden heads Their white-tipped, 


green-gray wings have been air brushed 


with effective results. The mannequins stand 
upon a tomato-colored low wooden platform 
end-borders \ hand 


mounted back- 


with ornate gilded 
lettered 


board 


placard, upon a 
motif, reads, “Paris 


. Lots of Persian! You'll load your- 
There 


with an oak-leat 


avs 


self with it in this lavish season!” 


is also a price list at one end of the win- 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


dow, pointing out August fur values offered 
by the 

Display Manager Arthur Fraser, Marshall 
Field & Co., 
ing effect in his front “keyhole” 
close-up of a single unit being shown at the 
leit. The 
ioned entirely of white ostrich feathers, and 


store. 


achieves an altogether charm- 
windows, a 
lower background tree is fash- 
two white fur monkeys with faces and hands 
scampering up the 
There are a metal wall 
holding bouquets of the plumage, 


ot glazed leather are 


trunk. trio of 
brackets 
a feathery dais upon which the beaver- 
caped model sits lightly poised, a backdrop 
of rippling silver cloth, and a floor covering 
of snowy tur carpet. A glass-backed pos 
\ugust sale of Furs 
Winter scene with 


The standing mannequin is also 


ter announces “The 


Beaver invades the new 
impetus.” 
beaver clad. 


The State and Wabash corner window of 


Field’s (not pictured) carries out the san 
feature 
dramatic wray 

A silver clot 


theme on a more elaborate scale, 


a group of opera-goers in 
of ermine and Persian lamb. 
backdrop is flanked by gleaming white moi 
ernistic trees, and atop a rear balcony wa 
is a pair of playful white-string monke) 
with face “ruffs” of black horsehair. Upo 
the white furred floor are two pastel gree: 
wagons, draped with skins of Persian lam 
bearing inviting cargoes of evening accesso 
ries . jeweled clips and bracelets, glitter 
ing bags, eggshell kid gloves, wisps of hats 
The poster suggests “Black and White Fur 
for a feminine elegance.” The 
window is pointed up with floodlights. This 
and the display windows 
viewed as an 


season of 


companion fur 


ensemble, resemble nothing 


quite so much as an enchanted forest alive 
with “pretty princesses.” 
Wabash avenue win 


In one of Fraser's 








dows, the simplest of arrangements does a 
splendid strollers 


conscious. 


mattress 
wall, 


making 
blue-gray 


job of 

Before a back 
a mattress, covered in a gay pattern of rose, 
white, gold and black, has been upended on 
a slant to occupy the center of the window 
Draped over it and cascading to either side 
is a rose taffeta-covered down quilt, the onl) 
other piece of merchandise in the exhibit 
A back rectangular panel and two high 
proscenium wings are covered with ticking 
identical with that covering the mattress 
Down front, a card reads, “Built especially 
for Marshall Field & Co. ... a mattress 
with more solid comfort than any mattress 
we know.” 

Of note also is one of Fraser's china pres 
entations, a little farther down the 
Colorful display pieces are twin tea tables 


street 


—Above display by Paul Wertz, The Fair 

Store. . At left, by Arthur Fraser, Mar- 

shall Field & Co. ... (All photographs by 

courtesy of Fred Kuehn, Photographers, 
Chicago) — 
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—At right, lingerie display by J. W. Camp- 
bell, Carson Pirie Scott & Co. . . . Center, 
by R. R. Jericho, The Boston Store... . 
Below, by J. Polari, Charles A. Stevens & Co. 


that stand upon circular mirrors at either 
ide of the window. Bases of the tables 
are hollow glass cylinders some 12 inches in 
liameter, filled with gigantic paper peonies 
in wine, pink, and white, topped with flat 
circular glass. Upon the tables are tea 
pots, sugars and creamers and several odd 
pieces ot selected porcelain. “S"-shaped 
platforms of white wood and white modern 
shelves in an iron framework complete the 
background pieces. The display teatures a 
surplus stock trom a well-known factory, 
emphasizes service plates in varied patterns. 
The latter two exhibits are not shown here 
Over at the Fair, Display Director Paul 
Wertz hangs a new exhibit of companion 
background paintings in his three main win- 
dows, as seen in the first illustration. For 
the fur-trimmed coat presentation pictured, 
there is an autumnal landscape dominated 
by a leaning brown tree with green leaves 


escaping the rest of the painting and reach 


ing out into the foreground. The ground 
is a yellow green, the sky flame for con 
trast and color. A_ tilted wooden plank 
occupies a focal point of interest, bears an 
assortment of fall street accessories. Scat- 
tered over the merchandise and beside some 
odd pieces of tree bark on the floor are 
crimson and yellow leaves, and there is a 
scroll card calling attention to the models’ 
coats, another card listing payment plans 
tor the convenience of customers 
\ recent window that attracted more than 
a little attention was J. W. Campbell's his- 
toric dramatization of modern-day founda- 
tion garments in one of Carson Pirie Scott's 
State street windows, illustrated at the top 
of this page. An authentic collection of 
old-time bodices, bustles, and “stayed-suits- 
of torture” was artfully arranged in a femi 
nine maze of draped tulle and flower- 
decked, beribboned lace parasols. Placed 
well to the front, two figures modeled up- 
to-the-minute foundation pieces. More new 
merchandise, lying on the floor, was backed 
identical posters, “Vogue Says ... Now- 
iys clever corsets case you gently and 
mfortably into the silhouette that used to 
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be achieved with a coat of armor.” 

Campbell also offers an arresting unit ce 
voted chiefly to the display of shoes (not 
shown here). On a circular, tilted round 
plattorm, about 34 teet in diameter, covered 
with moss-green wool to match the flooring 
a smartly groomed mannequin in black stree 
attire sits ina chair, beside a circular maple 
table, apparently taking stock of her new 
supply of tall footwear. On the table and 
about the floor in opened boxes are various 
types of shoes advocated tor wear this sea 
son For added interest, there are occa 
sional handbags and splashes of costume 
jewelry The whole is backed by a larg 
circular gold framed mirror Cards read, 
“Sophisticated faille in a jacket frock to 
wear now and into Fall... .” and “Carsor 
Pirie Scott & Co. present I. Miller Shoes for 
Fall . the newest answer to your question 
of style in the smartest of Fall colors 
black!" 

Modern white platforms and columns, a 
cellophane draped bac kdrop ot deep blue and 
green, and a white branch bearing balloon 
flowers formed an effective stage setting for 
a selection of black hats teatured early this 
month in one of the main windows of thi 


[Continued on page 36| 
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is Cluett. beabody Aim 





With a full appreciation of the value and 
importance of point-of-sale display, Cluett, 
Peabody & Co. has endeavored to provide its 
dealers with modern fixtures which not only 
display but enhance and complement. the 
merchandise, making it so attractive that it 
is almost irresistible to the customer. 

Since Arrow products are nationally ad- 
vertised at the rate of one national ad every 
three and one-half days throughout the year, 
Cluett, Peabody has made every effort to 
synchronize national advertising with local 
advertising, and, most important, with dis- 
play units in store windows and counters. 
So that display managers are constantly ap- 
prised of every forthcoming Arrow adver- 
tisement, advance reprints are sent out to all 
exactly what mer- 
chandise is being featured. On special fea- 
ture merchandise and special event merchan- 
dise, blow-ups of the Saturday Evening 
Post, Life, and Esquire ads are sent out 
in advance. The Esquire blow-ups are sent 
out every month packed with the merchan- 
that the 
display can be 


the stores which show 


regular shirt-of- 
featured in the 


dise ordered, sO 
the-month 
local stores throughout the country, coordi- 
nated with the appearance of the national ad 
in Esquire. 

In addition to our preprints and blow-ups 
of national advertising, we develop at times 
various cardboard displays that are unusual 
and colorful; we give these away to Arrow 


dealers throughout the country. 

Kach display going out from Cluett, Pea- 
body is carefully planned and has behind it 
a definite merchandising idea which will in 


By R. ZIEGLER 


Cluett, Peabody & Co., Inc., New York City 


Way romanticize or demonstrate the 
product at an advantage. In planning our 
display material we try always to use neu- 
tral colors, not too gaudy, so that they will 
harmonize with the decorative win- 
dow scheme or interior decorations. We 
strive to make the display as simple as pos- 
that it will not over-shadow the 
merchandise which is to be displayed with 
it. All our displays are well constructed 
with easel backs, so that they do not look 
cheap and thereby give a cheapening effect 
to the merchandise. The Arrow cartouche 
or trade-mark is not too prominently dis- 
played, nor is the display loaded with copy, 
Cluett, Peabody well understands 
how elusive the passerby is and how quickly 
his glance will cover the whole window, 
sometimes without reading a single word of 
a display, particularly if the display is 
loaded with burdensome reading matter. 
In planning our display material we try 
to make it adaptable to all windows, and 
compromise on smaller size units because 


some 


store's 


sible so 


because 


we have found these always acceptable and 
always used, either in the window or inside 
the store on ledges. 

Cluett, 
tion of display material with the shipment 
of merchandise the important factor 
of merchandising. If the synchronization of 
these two factors is pertect, the promotion 
timed and the 
will flow out of the store as planned. 
all special feature merchandise, the promo- 
tion of which must be timed to the appear- 


Peabody considers the coordina- 


most 


will go off as merchandise 


ance of an ad in the national magazine, all 






































—Five pieces make up this Cluett, Peabody 
display for Arrow shirts, typical of the fine 
display material being used by this well- 


display material and newspaper mats 
shipped enclosed with the merchandise, so 
that all possible error can be eliminated. 

The reason Cluett, Peabody makes such 
an extensive study of display and strives to 
have it coordinated, well-planned, and 
timed with the merchandise, is because 
Arrow display material in store windows 
and on counter ledges has been one of the 
greatest factors, aside from national adver 
tising, in selling Arrow merchandise. 
most dealers are quite aware of our tested 
display material, there is very little waste 
in such Cluett, Peabody advertising. 

Most of our counter displays are planned 
to show ensemble sets of merchandise, 
namely the tie, handkerchief, and shirt, all 
blending in harmonizing or contrasting 
colors. By merchandising ensemble sets in 
this way we have found that consumers are 
more easily attracted to the merchandise 
than featuring the merchandise singly. Also, 
ensemble buying naturally helps the dealer 
to increase his multiple sales. 

The bottom illustration on page 13 is ot 
an ensemble counter display made of highly 
finished hazel wood, well constructed, and 
built to hold a tie, shirt, and handkerchief. 
These displays make excellent giit 
boxes for those who are willing to pay the 
price for the box. All Cluett, Peabody dis 
plays, such as those shown on this page, ar 
purchased in large quantities and sold to the 
dealer at a nominal price, which is only 
possible because of the large orders placed 
by the company. As you will note there 1s 
little reading matter on any of the displays, 
and they are built along simple, classic lines 

Also shown is a new chromium-plated ti 
rack which holds as many as five dozen ties 
The ties are strung out full length, attached 
racks are 

We en 


courage all Arrow dealers to place these ti 


Since 


also 


to clips along the tie bar. These 


not bulky and are very attractive. 


racks on top of the shirt counter, regardless 
of whether or not a regular tie department 
From these racks hun 
dreds ot sold 

bination with Arrow shirts sales which 
would have been missed if the customer had 


exists in the store. 


ties are every day in com 


been asked to step over to the tie counte! 
and select a tie to go with his recently pur 
shirt. 

Because of the tremendous 
white shirts, Cluett, Peabody has developed 
a cellophane top counter display for whit 
save th 


chased 


soilage 1 


shirts, with no advertising on it 
Arrow shirt cartouche, as seen in the illus 
tration. Before making these displays avail 
able to our dealers throughout the count! 


they were tested out in various large stores 


known firm— 
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—Four of the many displayers developed by 
Cluett, Peabody & Co., Inc., are shown here. 
Each has been responsible for remarkable 
increases in sales. A complete description 
of the displayers, as well as an outline of 
the firm's display policy, is given in the 
accompanying article— 


for their effectiveness. Having proved effec- 
tive enough to justify their place on top 
of the counter, they were offered to all 
dealers at the very low price of $3.50 for a 
set of three displays. Reports from stores 
which have used this display so far say that it 
is one of the best silent salesmen they have 
ever had in developing and promoting the 
all-important white shirt business. Many 
stores buy as high as ten ot these displays, 
showing every kind of white shirt in the 
store and every type of white collar model. 
This one display has done more to bring the 
white shirt out of hiding behind counters 
and in boxes than any display yet pertected. 

Handkerchiefs are reputed to be the hard- 
est type of men’s wear to display. Cluett, 
Peabody has perfected a handkerchief coun- 
ter display of a highly lacquered hazel wood, 
which is very simple in design (see photo- 
graph) and yet is very effective in selling 
great quantities of handkerchieis. Because 
of the nature of a handkerchief, men like 
to feel the material and observe it at close 
hand in various colors and hemmed edges. 
Therefore, the handkerchiefs are packed 
loosely in this compartment container, al- 
lowing customers actually to see and feel the 
merchandise tor sale. It is this trend to see 
and feel merchandise which has been bor- 
rowed from the super-markets and is now 
spreading to the men’s furnishing and de- 
partment store businesses. There is nothing 
new in displaying merchandise. However, in 
the last fifteen years more thought was 
given to beautiful display cases, uniquely 
curved and indirectly lighted, than to the 
merchandise itself. Finally a few bold re 
tailers decided that customers would not 
buy merchandise that they could not. see 
and teel and run through at a glance. De 
spite the high soilage entailed, they placed 
great quantities of $3.50 shirts on one of 
their most prominent aisle displays, and 
much to the amazement of everyone, these 
$3.50 shirts sold out faster than they had 
ever been sold out before in the history ol 
the store. Taking this cue the merchandise 
manager made available to lis customers 
all types of shirts at all price, ranges, and 
increased his business phenomenally. It. is 
with this thinking in mind that we have de- 
signed our displays to help bring the mer 
chandise from behind the counters and to the 
attention of the customers. 


Zeppen-Field Introduces 
Historical Miniatures 

W. L. Zeppen-Field, head of Zeppen-Field 
Studios, 1057 North La Brea street, Holly- 
wood, Calit., has announced a new line of 
miniature figures especially designed for 
autumn and Christmas displays. One type 
includes Dickens characters, ranging from 
9 to 22 inches in height, full-round, made of 
Composition material, and in full color. 
Others represent different periods of Amer- 
ican history, such as Puritan, Colonial, 
Gay Nineties, and the like, ranging in height 
up to 32 inches. The figures are available 
singly or in groups. 
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Autumn 


In the left column, at top, is a window b 
Ben Finkelstein, Ansonia Shoe Compat 
New York City. The entire display is brow1 
with the exception of the drapes and _ th 
suspended leaves covered in fall dress ma 
terials to harmonize with the shoes. TT] 
trees were painted on the glass to give tl 
display a better perspective. 

Next is a setting of classic dignity, 
Carl W. Ahlroth, The May Company, Los 
Angeles, to tie in with the background mes 


sage, “The Reflected Glory of the Past.” 





Third is a novel window by J. Adria 
Smith, Frederick & Nelson, Seattle, one 
a series of displays. The enormous bunches 





of grapes were formed of Christmas. tre 
balls, sprayed in wine color. The big leaves 
were made of “Lumarith” and the vines 
were of cork rope, sprayed in natural color 
The background was completely covere: 
with gold leat, lighted from each side 


The final photograph in the left columi 
is of a display by Del Heizer, Mablev & 
Carew, Cincinnati, using a color scheme 
pink and black. It tied-in with the Cinci 
nati symphony season and won first prize 


a display contest sponsored by the local 
musical organization. 

\nothet display by Heizer is seen at the 
upper center of page 14.) The plaster back 


+] 
Live 


ground ornamentation was made in 
store’s display department. 

The horn of plenty is a natural theme tot 
autumn displays, and L. A. MeMullen, East 


ern Outfitting Company, Portland, Ore., used 

















bDreview 


it effectively, as seen in the illustration. The 
color theme was gold and black. 

Jerome E. Walter, The Namm_ Store, 
Brooklyn, describes the display shown at 
the upper left of this page as an example ot 
“symbolic” backgrounds. The millinery was 
displayed in a “Blue Mist” setting of 
and blue net, georgette, and pleated celluloid. 

Carl F. Skaer, McCurdy’s, Rochester, N. 
Y., conceived the display immediately below. 
The background of the recess was done in 
a deep forest green, with the foliage dyed to 
match the autumn colors of the merchandise 

\t the top of the column at the right is a 
window by H. L. Kaufman, C. H. Yeaget 
Company, Akron, Ohio. 

This is followed by a large corner window 
display by A. J. Roeder, William H. Block 
Company, Indianapolis, in which natural 
foliage and a blow-up of a football scene are 
the principal decorations. 

Next is an attractive fur window, one of a 


battery of fifteen used by Seidenbach’s, 


Tulsa. The floor of each window was banked 
deep in artificial snow and the windows were 
frosted. Strong spotlights, using blue fil 
ters, gave a cold atmosphere to the displays 
The “snow-covered” tree, nearly 14 feet in 
height, was made of sixty-eight white fox 
skins. 

The final illustration is of a graceful mil 
linery display by Carlos de los Santos, F1 
Encanto, Havana, Cuba. The featured colo1 
was black, against an airy background oft 
simulated clouds. 
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Through Jtrons Display 





























The new Fifth avenue New York City 
salon ot I. Miller & Sons is without doubt 
the “Store of Tomorrow.” Every use ol 
modern lighting, color, and functional arch- 
itecture has been employed. The result 1s 
a beautitul, trim interior—effective display 
throughout—and, the biggest item of all, real 
sales The entire store is toned to sell its 
fine merchandise through the medium of 
powertul display, the latter's component 
parts being good line, torm, color, and 
lighting facilities. 

The photograph looking through the large 
curved glass window into the interior (lower 
illustration found on page 34) shows. the 
four fluorescent tubes 


cove and its series of 





By GREGG MacGIBBON 








red, orchid, green, and blue. When all 
four colors are lighted in combination they 
blend to give a true daylight blue. Thus, to 
a degree, it is possible to employ the psy- 
chology of color; on cool windy days a 
warm magenta is used to invite people into 
a cheerier, warmer looking place; en hot 
sultry days the prospective customer is en- 
ticed with a cool blue, plus complete air 
conditioning. The cash register figures are 
definitely encouraging. 

The cove walls are of sandblasted oak 
in its natural finish. The little “porthole” 
display cases are white when lighted during 
the daytime. The carpet is a deep blue; the 
draperies, to the rear, are made of rubber 
and are in a soft tint of candy pink. There 
was no sewing cr fussing with the drapes; 
they were just glued in place and cut off 
with scissors at the bottom. Being rubber, 

























































they are washable, too. Draperies of th: 
same material, but of a different color, hay 
been made up for use in the windows. Thy 
furniture is functional and multi-colored so 
as to give the interior its dash and verve 

Perhaps I. Miller's greatest innovation 
displaying women’s footwear has come about 
through designing mannequins which giv 
emphasis to the feet by action poses which 
focus the attention on the shoes in an um 
usual and highly effective manner. It is the 
first time that mannequins have been c« 
signed with this purpose in mind. These five 
beautiful figures were designed by Hugh 
Horner, I. Miller's display manager, and 
executed by Lester Gaba, well-known man 
nequin sculptor. 

The windows are six in number and hang 
like brass-trimmed picture frames on a huge 
marble facade. The one on Fifth avenue is 16 











feet long by 5 feet high. The remaining five 
windows on f4th street are of smaller lineal 
dimensions. The floors of these windows 
are unusual in that they can be raised or 
lowered at will. 

It is astonishing how like a stage these 
windows are with their Fresnel spots, strips, 
Hoods, and background flats which can_ be 
[Continued on page 31) 


—Hugh Horner, display director, |. Miller 
& Sons; Lester Gaba, mannequin sculptor; 
""Margo;" Jane Elwyn, model. This is one of 
five new figures designed by Horner and 
executed by Gaba, each so posed as to 
focus attention on the mannequin's footwear, 
rather than on her general apparel. 

The illustration immediately above is of a 
"Jack-in-the-box'' promotion which formed 
the company's display theme for the formal 
opening of the new store. The Jack-in-the 
box effect was carried out even with the 
fixtures which held footwear aloft. ...A 
dramatically lighted travel promotion fea- 
tured a complete shoe wardrobe, as seen at 
the left— 
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Marine 
Basis 


Within the past couple of years the dis- 
play field has seen the development of vari- 
ous new plastics, many of them particularly 
applicable to display adaptations in the way 
of fixtures, novelties, or 
tive purposes. The use of this material in 
display has shown a constant increase in the 
store interior and display 
as In special settings such as those on view 
at the New York World's Fair. 

It was rather natural, then, that 
Ring, display director, Saks-Fifth Avenue, 
New York City, selected one of the newest 
plastic developments as the basis of a recent 


for purely decora- 


window, as well 


Sidney 


series of windows featuring beachwear, slack 
outfits, and the like. The story of the prep- 
aration of the theme behind the displays, as 
well as a description of the material itself, 
is interesting. 

In seeking for a new and 
angle for the settings, it was decided to use 

from “Marineland,” St. Augustine, 
which annually 
Marine photographs were obtained 


novel marine 
scenes 
Fla., 

tourists. 
from St. Augustine, and since the “fluores- 
cent” acetate plastic had already 
cided on as the basis of the displays, it was 


draws thousands of 


been de- 


necessary to transfer the scenes to the plas- 
tic in some manner. 
carving, the detail of which can be seen in 
the photographs. The complete battery of 
six windows depended almost entirely on the 


This was done through 


carved plastic designs for display dramati- 


zation, these being supplemented in each 


window by one or two actual photographs. 

One peculiarity of this particular acetate 
plastic is that every edge glows with a fire- 
like “fluorescent” shimmer which is im- 
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scenes In Plastic 


mensely effective, this characteristic appear 
As a result, each 
line of the plastic set pieces seemed outlined 
The extraordinarily 


ing in the carving as well. 
in flame. result was 
attractive, as can be attested by the many 
these when 
during the recent Inter- 
Men con 
The actual merchandise displayed 


displaymen who saw windows 


they were on view 


national Association of Display 
vention. 
was held to one figure and a small group ot 
accessories in each window. 

The fluorescent plastic, now manutactured 
in red or green, is an acetate and is fireproof 
to the extent that it passes all underwriters’ 
requirements. The material is furnished in 
sheets 20 by 50 inches in size, in thicknesses 
ranging from 25 to 150 gauge. The smaller 
gauge can be cut with heavy duty scissors, 
the medium thicknesses by standard cutting 
machines, and the heavier gauges by a fine 
blade hand-saw or band-saw. 

Designs can be etched into the plastic by 
using a sharp, heavy-blade pocket knife, or 
-shaped gouge. The 
heating 
in water, the heavier gauge sheets obviously 


with a wood carver’s “V" 
material can be bent as desired by 


requiring more heat to make them pliable. 
Another feature of the material is that two 


—Three of six recent Saks-Fifth Avenue win- 
dows using marine scenes carved in a new 
“fluorescent acetate plastic whose edges 
and carved lines glow with flame-like radi- 
ance. The marine themes followed very 
closely actual scenes from ‘‘Marineland,” 
St. Augustine, Fla. Sidney Ring is display 
director for the New York store. The plastics 
are available through W. L. Stensgaard & 
Associates, Inc.— 


For Jjaks° Series 


pieces or sheets of the plastic can be 


tastened together merely by placing a bit of 
acetate plastic cement on the two edges and 
resultant said to be 


joining; the bond is 


very strong, with the parts being “welded” 


together. 
Plastics have come to play a most impor 


lines, and the 


tant part in practically all 


increasing use of such material by stores 
and studios in all parts of the nation indi 
cates that the display field is not behind in 


adapting various types of plastics to the 


problems of selling through visualization 


American Fixture Company 

Establishes New Branch 
\nnouncement has that the 

West 


future 


been made 


showroom at 15 
York 
direct 
Fixture and 


former 
36th 


Palmenberg 
New 


be operated as a 


street, City, will in 


factory branch ot 
the American Manufacturing 


Company, with headquarters in St. Louis 


Rudy C. Quensell, who had been with the 
Palmenberg organization for a quarter of a 
century, will be in charge of department store 
Syndicate 


Guth, and chain 


sales sales 
will be handled by Paul C. 
Herbert M 


New Office Opened 
By Van Leer 

R. M. Van Leer, head of the Atlanta, Ga., 
display service of the same name, has opened 


and specialty shop 


store sales by Rosenblum, 


another office at 230 Fourth avenue, north, 


Nashville, 


installations for 


Tenn The firm can now handle 


display Tennessee, Ala 


bama, Georgia, and South Carolina. 
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General Ideas For Fall 








—With the coming of the autumn season, a variety of merchandise offers 
On this page are some suggested treatments by four 
displaymen. . . . Left column, top, camera sales should take an upward 
turn at this time of year; this display was by George H. Wagner, J. L. 
Brandeis & Co., Omaha. . . . Center, home furnishings enjoy increased 
activity during fall; display by William Arinow, Shillito's, Cincinnatim— 
winner of second prize in its class in the 1939 |. A. D. M. contest... . 
No hunter could pass up this attractive window by Samuel Disston, New 


itself for display. 
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York City. . . . Right column, top, men's shirts in a rustic setting, by 
William Arinow—a first-prize winner in the |. A. D. M. contest. 

Center, linoleum becomes "The biggest news in town;" by Carl V 
Haecker, Montgomery Ward & Co., Chicago—an |. A. D. M. first-priz« 
winner, one of the many he carried away this year. . . . During autumn 
the distaff side of the family begins thinking of sewing and saving; thi 
display was by George H. Wagner, and won a second prize in the 

l, A. D. M. contest— 
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New Improved 


SHOW CARD COLOR 


by 


They're Great !—aAcclaimed by those who have tried 
them, to be the most brilliant and attention compelling Show 
Card Colors ever offered. Their development marks another 
Sherwin-Williams achievement. They provide the Artist, Sign- 
writer and Display Craftsman with colors having remarkably 
fine working characteristics whether used with pen or brush. 
Extra fine grind makes it even possible to apply them with an 
airbrush. These colors come ready for use, are free-flowing, 
non-bleeding, and dry rapidly to a smooth matte finish that 
does not rub or chip off..They are unusually opaque, have 
exceptional covering capacity and a clean pleasant odor. 
Sherwin-Williams Show Card Colors are furnished in */4-0z.— 
2 oz.— 1/2 Pint—Pint—Quart—and Gallon glass containers. 
Jars have tight-closing, specially lined caps to eliminate 
evaporation. There are twenty-eight bright, vivid colors from 
which to choose—plus: black and white. 





FRE E 9 sCBe sure to write or phone for your copy 
a 


of the S-W color card illustrating the new 
Show Card and Theatrical Poster Colors. The Sherwin-Williams 
Company, Cleveland, Ohio, and all principal cities. 














THEATRICAL POSTER COLORS— 
Biggest value in low priced water colors today. De- 
signed for Theatres, Chain and Department Stores, 
and other large production users where low cost is a 
primary requisite. Supplied in quart and gallon glass 
jars ready to use, this line consists of twelve brilliant, 
non-bleeding colors, including black and white. The 
quality of Theatrical Poster Colors is entirely reliable. 
As a result of unbiased tests made by reputable 
Artists and Card Writers, they have been acclaimed 
superior to other low priced water colors. 


0. A. A. ARTISTS’ WATER COLOR 
ASSORTMENT -30 2-oz. jars, representing 


matches for O. A. A.'s basic color standards plus 
black and white. Now Advertising Agencies and Bul- 
letin Plant Ar’ Departments can obtain in their water 
color sketches the same color values found most 
practical for exterior displays. 


_ INCLUDING: BULLETIN BOARD FINISHES + METAL SIGN FINISHES + SCREEN PROCESS MATERIALS - SHOW CARD AND ART COLORS 
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Simple Dramatization 
Appeals To Men 


Man, at heart, is a simple creature with 
an openly avowed dislike for things ornate 
The poet had the right idea 
“Man wants but little here 
might added that in 
definitely simplicity. 
simple 


and elaborate. 
wrote: 
he 


when he 
have 


prefers 


below,” and 
display, 
( yr, to 
dramatization. 

The average masculine shopper wants his 
stimulated dra- 
display, though he probably 
doesn't consciously reason the matter out in 
that light; but at 
want that dramatic treatment to go to such 
lengths of that his time 
wasted in trying to get at the basic 
points of the displayed merchandise. 

The display that given deit, 
simple treatment is like a stimulating au- 
tumn breeze, whereas the over-done display 
has the bewildering shock of a hurricane. 

Where displays for the feminine shopper 
can go to greater dramatic lengths and still 
do an excellent selling job for the merchan- 
dise, men do not have the time to spend in 


man 


be more exact, he wants 


imagination agreeably by 


matic even 
the same time he doesn't 
elaboration 1S 
sales 


window is 


front of a window, scanning each feature in 


turn, comparing prices, reading window 


SPECTATOR STYLES 














CHRISTYS LONDON HA 


| c 
; 


By ARTHUR SADLER 
Christy & Co., Ltd., London 


cards, and the rest of the routine commonly 
followed by the lady with nothing to do but 
shop until the dinner hour. The masculine 
display must make an instant appeal through 
its dignity, the way in which each item of 
merchandise high-lighted, and the hint 
that it conveys that the entire display can 
be inspected in just a few seconds of time. 

Such displays are the ones that produce 
the largest sales results from men shoppers. 

One of the main essentials in such win- 
is to see that there is no 
Another point 


1s 


dows, of course, 
crowding of merchandise. 
that makes for clarity in display is the 
selection of one principal theme. One can 
get all sorts of attractions from the mate- 
rials that go into the merchandise; for ex- 
ample, the source of the wool, the weavers, 
and the like. But let such atmosphere be 


—Simple, clear displays are the type which 
have an especial appeal to the masculine 
shopper, says Arthur Sadler, who is doing an 
outstanding display job for the well-known 
English firm of Christy & Co., Ltd. He adds 
that American display ideas have been 
adopted "a good deal" in his country. These 
four displays are typical of Sadler's work— 


LULL 


LL 


direct, not merely meaningless decorations 
the man in the street has no time to puzz| 
over involved settings. Aim at a clean-cut 
display, but with necessary detail.  Striv: 
to make the merchandise look “wearable, 
rather than to set-off a chromium displaye: 

In the display photographs below it will 
be noticed that each window is characterized 
by its “lightness” of trim. Copy is kept 
brief and to the point, with the name 
“Christys’” receiving considerable promi 
nence. It will be observed that dramatiza 
tion handled in might termed 
poster stvle—“large” motifs, easy to see and 
understand. 

Three of the settings are of subjects thor 
oughly familiar to the London resident: th 
race course scene for “Spectator Styles ;” the 
luggage ticket addressed to a_ well-known 
holiday locale to tie-in with “For Holidays 
Ahead ;” and the “beefeater” scene before th: 
Tower of London. Only the one display for 
Chamois hats might be termed “abstract,” 
and here the idea is kept very simple and 
clear, with a considerable amount of con 
trast used to make the display more arrest 


is what be 











\ 
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The Crane Co. is exhibit- 
ing this scale model house 
made entirely of PLEX1- 
cLAs in the Home Build- 
ing Center at the New York 
World's Fair. The details 
of Crane plumbing are 
clearly visible through the 
“walls” of PLEXIGLAS. 
Built by Architectural and 
Scientific Associated, Long 
Island City, N.Y. 


People who live in PLEXIGLAS houses 


CAN throw stones . 


.. not that they are hidden from critical eyves— 


‘for PLEXIGLAS is crystal-clear—but its high impact 


strength is ample protection from retaliation. 


The colorless transparency of PLEXIGLAS* and 
the ease with which it can be bent, sawed, ma- 
chined, and cemented make this acrylic resin ideal 
for building models and displays. Durable sheets 
are available in a number of sizes and thicknesses 


or in pieces cut and shaped to specification. 


* Trade-mark Reg. U.S. Pat. Off. 


ROHM & HAAS COMPANY, INCORPORATED 
222 West Washington Square, Philadelphia, Pennsylvania 
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Display Merchandising ... 


By De SAULT SUES RES INREIC 
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—Certain corners in the store can be utilized very effec- 
tively by using them as the basis for the installation of 
"shops or specialty departments such as illustrated here. 
. . . The canopy used in this corner can be of canvas or 
wall board. If the former is used, you will want a fringed 
valance. If wall board, the valance effect is painted on. 
Notice the especially constructed counter that fits into the 
corner. This idea can be used with the store's regular 
shelving— 
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—Here we show a corner shop done in mod- 
ernistic style with the canopy containing con- 
cealed lighting. The counter is curved to con- 
form with the curved canopy. Interesting dis- 
play spaces with curved backs terminate the 
shelves— 















—There are many very decorative styles of canopies that 
can be used in developing these corner shops. We show 
here four different styles, so designed that they can be 
made with canvas or wall board. Wall board is the 
betier, because it keeps its shape, can be painted in any 
color scheme, and looks more substantial and in harmony 
with other store booths, fixtures, and decorations— 
























































—This corner, using the store's regular shelv- 
ing, is decorated with an awning stretched over 
framework so as to give a curved front to the 
canopy. Two wide bands are painted on the 
canvas just above the scalloped valance, and 
lattice decorations on the wall give an attrac- 
tive finish— 
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Eos Angeles Holds 
Display Clinic 


Some 225 display managers and merchan- 
dising executives met in Los Angeles on 
July 17 for the city’s first annual “Display 
Clinic.” 

Under the sponsorship of the Southern 
California Display Club, with the coopera- 
tion of Los Angeles display firms acting 
through the Chamber of Commerce, ihe 
clinic was held at the Elk’s club. Dinner 
was followed by a series of seven talks and 
one picture presentation, all on display 
problems of interest to store executives. 

Representatives of retail stores throughout 
the Southwest were in attendance. While 
the majority were from the Los Angeles 
area, others were from Northern California, 
Nevada, Utah, Arizona, and New Mexico. 

\ubrey L. Maley, president ot the display 
club and display manager of the Broadway- 
Hollywood, presided at the clinic. The meet- 
ing was opened by Dan B. Miner, director, 
Los Angeles Chamber of Commerce, who 
spoke a few words of greeting. 

Talks were all geared to problems in more 
effective display. They included: 

“Pulling Power of Windows,” by Harry 
H. Hamilton, publicity director, Henshey’s, 
Santa Monica. Hamilton discussed the part 
that well coordinated window campaigns can 
play in the merchandising program of the 
store. 

“Research and Results,” by E. E. Ulm- 
land, sales promotion manager, Desmond's, 
analyzing methods of determining the effec- 
tiveness of window display and other types 
ot advertising. 

“Dramatizing Displays,” by John Cooke, 
display director, Coulter's. Cooke outlined 
methods of putting dramatic effects into all 
types of window display. 

“New Light Tools for Display Men,” by 
Alston Rodgers, chairman, Commercial and 
Industrial Lighting Committee of the Elec- 
trical Development League of Southern Cal1- 
fornia. Rodgers presented several new 
pieces of lighting equipment recently devel- 
oped for display use, outlining the values 
of each. 

“Practical Use of Color,” by Miss Mary 
Grigsby, color consultant of the Broadway- 
Hollywood. Miss Grigsby emphasized color 
selection and harmony as an important part 
of window display technique. 

“Men’s Wear Display,” by Blu Pinell, dis- 
play manager, Desmond's. Pinell and_ his 
assistant, A. Kelley, demonstrated methods 
of displaying men’s apparel. 

“Small Store Display,” by Al Reno, Re- 
tail Display Service, outlining some practi- 
cal solutions to the display problems of the 
small retail store. 

In spite of the length of the program, 
practically all those who attended remained 
until the conclusion of the final talk. 

It was the unanimous opinion of the mem- 
bers of the Southern California display 
group and of the local display manutacturers 
that this first clinic was a successful me- 
dium of education for western retail mer- 
chants. Plans are already being formulated 
to hold a similar event next vear in which 
many valuable lessons learned at this first 
clinic will be used in planning a more effec- 
tive program. 
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THE K9A CUTAWL 
































Successful display men— 





sign shops —studios—theo- 






tres—use cutout work in 






making displays. 







You, too, with a Cutawl 


can produce quality work 








with the speed and accur- 






acy that makes for econ- 


omy. 





THE QI CUTAWL 


FOR FALL OPENING DISPLAYS 


Fall and Winter are the busiest and most profitable seasons of the year. Now is the 
time to reap your greatest profits from the use of the Cutawl. 


ON OUR EASY PAYMENT PLAN 


—you can get a Cutawl at once simply by making a small down payment and a few 


small monthly payments. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. 


CHICAGO, ILL. 


23 








iL LET CET TIE RNR IE EERE: + TE LEO LEE LLL LIE ELLAND! A GPO 
INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Ill. 8-39 


Please send me Cutawl Catalog and Easy Payment Terms. 


Name 
Address 
City 


Firm 


State 















Fluorescent lighting effects are particu 
larly advantageous tor, and adaptable to, 
those windows and interior displays that are 
depths. Care 


strictly limited to shallow 


must be taken, however, to avoid “color 
distortion” or “color overtone.” 

“Intimate” displays and third dimension 
or “illusion of depth” displays can be eco 
nomically created with the correct fluores 
cent lighting. Paradoxical as it may seem, 
these two distinctly different effects can be 
obtained with practically the identical 
equipment. It is a question of soft or harsh 
backgrounds together with the right amount 
of direct spot lighting in combination o1 
contrast with colored fluorescent lighting 
that controls the impression desired. Due 
to the fact that the rays trom the spectrum 
of fluorescent lights are of such greater in 
tensity than those of ordinary lights it is 
possible to blend them subtly to highlight 
the beauty of natural colors of merchan 
dise. But care should be exercised so that 
this highlighting does not alter the appeat 
ance of the merchandise to the extent that 
customers do not recognize the natural 
colors when they observe similar merchan 
dise inside the store 

\t Lechenger’s we attempt to appeal to 
three basic classes of buyers in arranging 
our displays. With each window or interiot 
change we devote two or more display units 
to the impulse buyer. It is here that we 
use the “intimate” display technique to bring 
the customer close and attempt to help het 
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Fluorescent Licghting Helps 
To Dramatize Displays 


By FRANK DIVELBISS 


L. Lechenger, Inc., Houston 











visualize how this beautiful) merchandise 
would appear in her home or the homes of 
With the aid of neutral drapes 
overhung with semi-transparent background 


her triends. 


curtains plus a blue fluorescent light (played 
mostly upon the back curtain, with just 
enough light angle remaining to play upon 
the glassware and give it a silhouette et- 
fect) we are able to display this type of mer- 
chandise in its natural sparkling beauty of 
line, color, and design. 

For the “premeditated” buyer we attempt 
to appeal to her highly developed sense of 
value. These displays are always brightly 
lighted, and here again we employ the “inti- 
mate” technique to urge her to enter the 
store further to examine and ponder the 
benefits of buying the merchandise now ot 
in the near future. 

\fter a display of this type has reached its 
maximum window attraction value we move 
it inside the store and rebuild it with slight 
modifications. This method of suggestion 
upon suggestion has resulted in) important 
sales sixty to ninety days after the displays 
were removed and others created in their 
places. Portable fluorescent units of either 
daylight or green lighting help to drama- 
tize these displays. 

“TIlusion of depth” displays are created 
to appeal to those casual buyers who gen 
erally buy from an appreciation of lovely 
things placed artistically in a beautiful set 
ting rich in color appointments. Again with 
the aid of a semi-transparent background 
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curtain (note photograph of 26-inch doll 
bride) plus a daylight fluorescent light “be 


tween” the background curtain and _ th 
neutral drape, we are able to give the im 
pression of height and possibly 15 or 20 feet 
of depth when by measurement our windows 
are only 3 feet deep! 

All of our fluorescent lights are held 
portable reflectors which we designed and 
had made. Frankly, we were experimenting 
when we first decided to try this revolution 
ary method of display lighting. The esti 
mated costs for permanent fixtures for this 
type of lighting seemed high. The salesman 
from the local utility company could tell 
us only a little about how to use fluorescent 
lighting. We had to learn the so-called 
“principle” of fluorescent lighting in = ou 
workshop where we are constantly trying 
out new and advanced ideas in display. 

Our conservative venture of employing 


portable units has proved a double value t 
our store. We can use with vivid effectiv: 
ness the fluorescent lights in our windows 
simply by turning the reflectors so that thi 
light rays are directed upward and inward. 
and we can use these identical units for 1 
terior displays simply by turning the refle: 
tors so that the light ravs are directed 
downward and outward. 

There is much that we have yet to learn 
about fluorescent lighting (we started 
January of this vear). We have been to! 
that we were the first in the South to en 
ploy it extensively in display. We feel grat! 
fied by the results we have obtained. 

Fluorescent lighting, correctly used, fits 
easily into the philosophy that—‘Displays 
however clever, beautiful and attractive t! 
may be, must directly as well as by sugges 
tion cause action; they must get attentio! 
arouse desire—and stimulate 


create interest 
buying action.” 












By"? 
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DISPLAY MATERIALS 
for 
DISTINCTIVE 
FALL DISPLAYS 


THE REYBURN MFG. CO., 
REYBURN’S DISPLAY MATERIALS USED EXCLUSIVELY IN ABOVE WINDOW Allegheny Ave. at 32nd St. 


Installation Instructions Sent Free on Request ——<—> Se “aM 


’ 
* Send at once free installation instructions for + 


AT YOUR SERVICE WHOLESALER—SEE OUR COMPLETE LINE ; *%! Window trim. 


THE REYBURN MANUFACTURING CO., INC. 


Display Division 
NEW YORK PHILADELPHIA CHICAGO 


ZLEPPEN-FIELD 


presents 


Name 


Address 








a brilliant line ot 


Historical and Character 


Figures in Miniature 


Authentic in Design and Color 
Full Round—Made of Composition 


It youve been seeking an outstanding 


display attraction’ investigate at once. 


DICKENS Characters 


HISTORICAL Figures 


W. M. ZEPPEN-FIELD STUDIOS 


057 N. LA BREA AVE. HOLLYWOOD, CALIF. 
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Displays Help Fur Sales 
To Rise 793 Ber Cent 


dae DP 


June we began 


coupled with 


Starting on the 15th of 


using a series of fur displays, 


newspaper advertisements on the same 
In July the amount of window space 


with six 


theme. 


devoted to furs reached a climax, 


attracted a great deal ot 


the end ot July, 


displays which 


praise from Tulsans. By 


fur sales at Vandever’s showed a clear gain 
cent in vear betore, 
the 


display 


of 75 per sales over the 


which speaks very eloquently tor com 


bined pulling power of window and 


newspaper advertising 





By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


The displays were kept very simple, the 
main objective being to capture the eye of 
the passerby with something true to nature 

a natural setting for the dramatization of 
and to keep remind- 
known 


beautiful merchandise 
ing the shopper that 
as the “fur center of the Southwest.” 

different 


Vandever's is 
In our large “LL” window, three 
display units were shown, yet they were so 
designed as to present a complete picture. 
The center motif (see the small illustration) 


could be entitled “A drama of the woods 
with its main scene of a marten pursuing 

red squirrel through the trees. This entir 
group was a cutout, 6 by 8 feet in size an 
done in natural colors. For additional real 
ism we used natural trunks of trees, coming 
forward to the foreground of the window 
Art snow was heaped about in profusion and 
this, when illuminated by concealed colored 
lights, gave a most unusual effect. A clear 
spotlight beam was centered on the mann 


quin and the animals for a simulation of 


moonlight. 
the center setting was a 


On each side ot 


northern scene carried out in much the same 
manner as The lower 
photograph illustrates the treatment 


described above. 
Bare 


trees, painted white, conveyed the winter 
atmosphere and served to hold accessories 
The background panel was, of course, done 
in natural The appearance of this 
changed materially night 1 


the delicate 


colors. 
display under 
lumination, due to colors em 
ployed. 


The 


traved 


above, pot 
in captivity.” The 
hinted at the 
literally. 


island window, shown 


“Foxes bars 

the cage in the center theme 
rather than following it With 
the cage was placed a fairly large tree trunk 
pelts were posed 1 
The 


which 


on which silver fox 


resemble the live animals. tree was 


mounted on a turntable revolve 
slowly. 

The floor of this window was complete! 
covered with art snow. Furs were displayed 
four sides of the window, only. the 
front of which the photograp 
The bottom of the glass on each side wa 
treated to make it appear as if covered wit 
frost. 


on all 
shows in 


a heavy 
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THEY; SURPRISED 
and DELIGHTED 


Display Managers Visiting the Recent I. A. D. M. Convention! 


Display men liked and ordered the new natural 
effects in Mileo’s smart 1939-1940 Mannequins... 


* THE SOPHISTICATED MISSES 


(Action and Standing Poses) 
* JITTERBUG JUNIORS 
* TEEN-AGERS 
* HE-MEN 


Every Mileo mannequin made on the 
premises—sold direct—no middlemen! 


BEFORE YOU BUY ANY MANNEQUINS FOR FALL 
. see these new Mileo creations. 





FIRST TIME IN 30 YEARS MILEO ALSO PRODUCES 


SIX BUDGET MANNEQUINS 
TO FILL THE BUYER’S DEMAND 











PHOTOS ON REQUEST 


P. C. MILEGO. 7 west sem si. x. v. city 


(Creator Since 1900) Tel. Wisconsin 7-7518 


20 HIGH STYLED FALL COLORS 
All 9 Feet Wide 














NEW USES FOR ‘Nodeam 


NoSeam is more than a paper substitute for paint 
and wallboard. Bliss Display has discovered and 
developed amazing new three dimensional uses. 


You can have these drawings and instructions. 
Ask for the 'NoSeam Background of the Month," 
free with your purchase order. 


WRITE FOR NEW FALL COLOR CHART 


BLISS DISPLAY CORPORATION 


460 WEST 34TH STREET, NEW YORK CITY, 
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Display Studio Droblems 
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The efficiency and economy problems that 
contront production executives in the com 
nature to 
those in the private display In the 
commercial field there is a competitive situa 
numbet 


mercial studio are of a kindred 


studio. 
existing between the growing 
of studios that are 
for general display production, which makes 


tion 
recognized as capable 
it imperative that every available avenue ot 
and effectiveness be employed in 
The studios that are the 


eCOnomys 
operating routine. 
most aggressive in this respect are the ones 
that will stand the test of time, and for those 
that are not sufficiently aggressive it 1s a 
“the take the 
the private studio there is also a comparable 


case ol devil hindmost.” In 
situation in the matter of producing attrac- 
an economical 
retail 
display 


settings on 
that our 


today *s 


tive and modern 
store 
trends, 


as certain that they 


hasis It is certain 


operators approve 
and it is likewise just 
are vitally concerned about the budget that 
is allotted for display. 


every 


This fact challenges 


the resources ot retail display head 


so that he can not but be economy-con- 
SCIOUS 


In the 


series he has 


this 
“Construction 


writer's previous articles in 
dis¢ ussed 
and “Construction Tricks.” The 
this call atten 
tion to some general methods and procedures 
that tend to 


planning and production of modern display 


Kinks” 


purpose ot discussion 1s to 


provide true economy in the 


properties 


Purning, for a moment, to the subject of 


1 


raw materials and their use. let’s consider 


] 


the item of hard composition board, o1 
‘ 


pressed fiber board This class of material 


is one that has progressed consistently in 
its adaptation and variety of uses for the 
permanent displays, and espe 


inds. Its 


production ot 
initial cost 


bac kero. 


ally window 
' ' 
is reasonable and it 


tv pr 


however, in the 


provides an excellent 


finishes There is a 


propel 


sSurltace tor high 


handling 


problem, 


XII. MORE ECONOMIES 


By HOWARD WILLIAMS, President, 
Co-Operative Displays, Inc., Cincinnati 


of this material in the production studio. 
It is true that it can be hand-cut and hand- 
worked to the desired state, but the element 
of time required is an imporant cost factor. 
With the proper cutting and finishing equip- 
ment, the time necessary for processing this 
material can be considerably reduced; this 
is especially important in the fabrication of 
quantity units. In the larger cities where a 
comprehensive stock of this material is car- 
ried, it is now generally possible to secure 
cutting service on flat stock sheets, either in 
art designs, so that 
power 


smaller panel sizes or 
the studio not having the 
equipment for quantity production can take 


pre yper 


advantage of this service, and be in a posi- 
tion to in the quantity 
display field. 
The processing or fabrication of such ma- 
board, wall- 
adapted to 


compete favorably 


composition 

and naturally 
panel treatment and similar use—is 
ally accomplished with back-framing of va- 


hard 
plywood 


terials as 
board, 
gener- 


rious types, and nailing, gluing, or a com- 
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bination of both. 
bodying the better type of workmanship, it 
is recommended that gluing be employed, 
and this procedure is one that can be exe 


For permanent units em 


cuted with various types of glue materials 
For instance, a hot gluing process is found 
to be practical, providing equipment is at 
hand for heating and keeping the glue at the 
proper This method is quite 
acceptable for adhering small areas; 


temperature. 
how 
ever, if large areas are to be treated, it 1s 
quite possible that trouble will be encoun 
tered in that the hot glue will set up too hur 
riedly to form a perfect bond between the 
surfaces. This difficulty could be overcom« 
if it were possible to kiln heat, before glu 
ing, the materials to be adhered, which 1s 
hardly a practical operation in the average 
studio. As an alternative, a 
gluing process may be practiced, using what 
is known as water-proof glue. This type ot 
glue is more expensive than the hot type, 
but it permits the treatment of large areas 
very effectively and uniformly 


display cold 


In a previous article, we commented on the 
value of rounded corners on panels and kin 
dred pieces as an added appearance factor 
Rounded corners do lend a tone of dignity 
and serve to break the sharp severeness o! 
straight rounded 


edges li hand-worked, 


corners may become a costly produc 
process. We call attention 1 
Note the contrast and pleasing 


present For 


very 
tion your 
Figure 1 

effect. that 
quantity work, this effect can be quickly at 


rounded corners 


economically accomplished through the us: 
of a portable power router and shaper. T! 

little tool will pay for itself many times ov 
by the constant application in this respect 
With a cutting blad 
over the round 
surface is obtained that requires only lig! 
shape 


single draw of the 


corners to be treated, a 


sanding for smoothness Irregular 
can be handled just as easily. as the dra 


ing indicates 








Vt 
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The application of mechanics for the ani- 
nation of displays is always a moot question 
vith regard to the most practical and simple 
nechanical arrangement for producing given 
ffects. We shall not attempt to go into 
this phase of display production deeply, but 
vould like to call attention to one or two 
inimation arrangements, which are typical 
i what can be done. 

Figure 2 illustrates a comparatively simple 
set-up for the control of a growing and 
liminishing effect of a burning — flame, 
through the use of hinged metal discs shaped 
and sized to the desired flame reproduction. 
The flame effect is produced by translucent 
illumination placed in the rear of the moving 
opening caused by the opening and closing 
of the oval sections of the discs. Note the 
simple hook-up between the motor, the sta- 
bilizer rod with balance spring to lighten 
the load on the motor, and the controlling 
crank shafts. 

Figures 3 and 4 depict two types of ar 
rangements that can be employed to effect 
watertall scenes or similar settings. Figure 
3 shows a very simple mechanical hook-up, 
designed to produce a beautiful and effective 
waterfall scene on translucent material. The 
cylinder in the rear of the panel accommo- 
dates stationary illumination which flows 
through the cellophane covering on the cyl- 
inder, as it revolves, onto the translucent 
panel. The cellophane, in colors on the 
cvlinder, is treated with water glass to pro- 
vide the irregular shadows that make up the 
waterfall motion. 

Figure 4 shows an actual rustic waterfall 
replica, which can be adapted to full display 
height. The animation of the “falls.” which 
are of cellophane layers in this instance, is 
produced by enclosing an electric fan at the 
base of the unit. Colored illumination ean 
be played upward through the cellophane 
tolds for color effect. 


New Color Displays Developed 
Through Plastics 

Burchell Products, Inc., 72 Spring street, 
New York City, is now producing polaroid 
color displays for point-of-sale, department 
store, and convention use. Although intro- 
duced but two years ago, this product. is 
being developed to a high point of efficiency 
tor window display, interior, and floor uses 
in handy portable cases, connecting to any 
light circuit These products» have been 
brought out in cooperation with The Polar 
oid Corporation. General sales manager tor 
Burchell Products, Inc.. is P. Bacon Rich 
ardson, widely known in eastern display pro 
motion circles. 


Charles Powers Heads 
L. N. A. Chicago Office 


Charles J. Powers, formerly executive sec 
tary of the Graphic Arts Association, Inc., 
Houston, has been appointed manager of 
e Chicago office of the Lithographers Na 
nal Association, Inc. The new address 


the office is 29 South LaSalle street 


Invisible Glass Company 

Changes Headquarters 
Vhe Invisible Glass Company has moved 
enlarged headquarters in the Squibb 
ding, 745 Fifth avenue, New York City 


DISPLAY WORLD 


29 


For Dispiays that are 


Pnilliant-Ylamorous-Dislinclive 


oY 


= 
i 


av 





@ Your displays will attract attention— 
will have individuality and distinction 
—when you use Texolite*, a modern 
water thinned paint. 

You can get Texolite in 11 brilliant 
deep colors, suitable for either back- 
ground or showcard work—in 10 soft- 
hued pastels. You'll like the economy 
of Texolite, too. One gallon usually 
covers 600 to 800 square feet of sur- 
face—in most cases one coat is suffi- 
cient. 

Texolite dries quickly—often in less 
than an hour—with a soft, glareless 
surface having high light reflectivity. 


TEXOLITE 


Product of the United States Gypsum Company 








< 


= 


+ sremeere)™ 


on 


New Texolite can Qed 
P in "Tes cersem 
be applied directly — 


over old. 





Send today for the Texolite Deep 
Color Mixing Guide—which gives 
accurate directions for securing over 
60 variations of the 11 standard deep 
colors. 


*Registered Trade-Mark 


UNITED STATES GYPSUM CO. pw-» 
300 West Adams Street, Chicago, III. 

Gentlemen: Send me your 40-page 
book, “Modern Principles in Paint and 
Decoration.” Also the Texolite Deep 
Color Mixing Guide 


MME s caxieawe oe 








specializing exclusively in 


—VELVETEENS— 


36-inch attractively priced, permitting their 
unrestricted use for all branches of display. 


—RAKO-SEAL— 
a lustrous plush at an unusual price 


Wholesale Only No Cuts 


J. C. SIEGELMAN CoO., Inc. 


11 East 22nd St. New York, N. Y. 











NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 
fabrics. All colors and Black. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 











« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 





not attempting to tell the card writer what 


are pretty fond of our “pets.” 


three-dimensional 


to make the card writer's efforts more 


out beautifully. 
card stock is that the cards never ¢ 
from handling 


hight background, ruins 


DISPLAY WoORats 


By C. WALTER JOHNSON 


Daniel's, Clearwater, Fla. 


the appearance of the window poster. 

The cutouts used as illustrations tor these 
from manufacturers’ 
sent our store. These I sketch 
cutting them out with the 
Mounting them out 
from. the blocks of 
wood gives a third dimension to the cards. 
The work right in 
with the incidentally, a 
study of these cards will disclose that there 


cards were borrowed 
advertising 
on wall board, 
usual cutting machine. 
background on smal! 
humorous illustrations 
copy—and caretul 


is no random copy nor mere general ver- 


biage on the posters. Instead, we aim at 
terse captions and copy that pays strict at- 
tention to the merchandise on display. 
These humorous illustrations seem to get 
the passerby’s attention, and it is interesting 
to see the large percentage ot people who 
stop to read such cards. 
We strive for “different” 


not to show the other fellow up, but 


effects in out 
cards 


to make the posters refreshing in their new- 


609 
(i> ha 
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Dark Backgrounds. Appliaques 
Make Interesting Cards 


we Want to interest the passing publi 
“Pats tl 
same old stuff I've seen day in and day o 
for years.” We feel that using light lette 
ing and appliques on backgrounds of dai 


ness; 


not to have remarks made like: 


stock has helped us maintain interest in ou 
cards—at least tor the present, until anothe: 
change seems advisable. 

The color schemes of these cards were a 
follows, taking the upper row from left 
right: “Ventilators,” in three planes, buf 
green, brown, yellow; “Red 
planes, porter in natural colors, lettering gra) 


Cap, an tw 


with yellow outline; “Psst,” in two planes 
head in natural lettering white oi 
black, blue, and yellow; “So What?” 


in yellow, face in natural colors, lettering 


C¢ rhe rs, 


slogas 


white. Lower row, “Rahchas,” two planes 
vivid green, vellow, white, brown, black 
“Tramps,” three planes, natural coloring 


Palm Beach,” natural colors, lettering vel 


low on dark green. 


HAL 








ys 
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Three Men Join 
Bliss Display 

In an expansion move, Bliss Display Cor- 
poration, 4600 West 34th street, New York 
City, has added three well-known men_ to 
its staff of designer-salesmen. Kenneth 
Dunean, formerly display manager tor The 
Boston Store, Milwaukee, will cover the 
state of New York and New England. J. C. 
Nichols, formerly display manager tor John 
Wanamaker, Philadelphia, will conduct a 
Philadelphia branch office covering that city, 
Washington, and Baltimore. David Orth- 
wein, an architect, will have the Midwest as 
his territory. 


Men's Stores Sign Contract 
With New York Display Guild 

The Associated Men’s Wear Retailers ot 
New York, Ine., said to have several hun- 
dred stores in its membership, has signed 
an agreement with the Men’s Display Guild, 
Inc.. New York City, whereby only guild 
members will be used as displaymen by the 
stores. Interior display 1s not covered, and 
displaymen who belong to any other union 
and are at present employed by the stores 
will not be supplanted by guild) members, 
who are, technically, members of the CIO. 
The arrangement was consummated through 
Jacob H. Steinberg, attorney for the dis 
playmen'’s organization. 


Cutting Machine Announced 
For Light Materials 

The C. H. Rich Company, Ine., Peoria, 
Ill., has apphed for patents and is now in 
production on a new miniature electric cut- 
ting machine for cutting light materials such 
as cardboard, paper, stencil board, celluloid, 
and cork. The machine is inexpensive and 
is said to be easy to operate, compac: (5 
inches in height), and light. It has two 
moving parts and teatures “straight line 
guide” and “circle guide.” In cutting, the 
machine is placed on the material and 
guided in any direction without lif.ing from 
the surface. The machine has two red 
plastic handles with chrome arms. The 
motor is finished in smooth baked enamel 


Display Color Course 
Planned By Annot 

Madame Annot, artist and lecturer, 27 
West 67th street, New York City, is plan- 
ning a color course tor displaymen to be 
held on six consecutive Monday atternoons, 
starting September 25. The lectures will 
cover many angles of the relation of color 
to display. A painting seminar will later 
be included tor course members, under the 
direction of Mme. Annot and Rudolf Jacobi. 


J. R. Work Leaves 
S. A. Barker's 


J. R. Work has resigned his position as 
advertising and display manager for S. A 


Barker Company, Springfield, Ill He is 
now with the Weaver Manufacturing Com- 
pany. His successor has not yet been 
named. 


New Location 
For Mme. Brueser 

Mme. Eve Brueser, display consultant and 
supplier of display fabrics, formerly at 290 
Fifth avenue, New York City, has moved 
to an entire building at 313 East 51st street. 
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G4 A PERFECT SETTING 
a= your FALL MERCHANDISE 


ORE THAN BEAUTY meets your eye in this distinctive new Columbus display 

pattern. It’s keyed to the new season—designed to tie in effectively with 
your fall merchandising ideas. A beautifully embossed fabric with glowing pearl-like 
f'nishes—in a wide range of pastels, autumn tones, brilliant colors and metallics. 
Strong and durab!e fabrics that clean quickly and easily. 


Mail Coupon 
for FREE 
Sample Book ¢ 
fpr COLUMBUS 
ae eS: DISPLAY 

AAS FABRICS 


COLUMBUS COATED FABRICS CORPORATION 
Dept. D-89, Columbus, Ohio 


Rush copy of your new fall and winter DISPLAY 
FABRICS SAMPLE BOOK. 





Name 


Address 


SPECIAL BACKGROUND COURSE 


CASH PRICE 
$ l 5.00 


by INSTALLMENTS 


$20-00 


To meet a demand for a 
very complete correspond- 
ence course on window 
background construction and 
the decoration features of 
the show window we have 
compiled this new course. 











It contains over 300 lesson 
pages with over 1,000 illus- 
trations giving one enough 
material and ideas for use 
tor many years. 


Other Window Display Courses 
Department Store Men’s Wear Shoes 
Dry Goods Ready-to-Wear Gifts and Jewelry 
\ll these courses are fully described and priced in our newest literature. If you 
can't afford to take our complete instruction it is now possible for you to get any 
one or more of the above specialized courses. 





We also have Complete or Short Courses in 


CARD WRITING and RETAIL ADVERTISING 


The short courses cost less and can be completed in a shorter period. 
When you write please state what courses you are interested in. 


THE KOESTER SCHOOL “Sidiss® 
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—Here is a unit of modern design that can be used 
for displaying most any type of small merchandise 
any particular item being high spotted on the drum 
platform and illuminated by the light from a bult 








—This display was made up primarily for the showing of autumn shoes. The plat- 

form units can later be used to advantage in other displays. 

made of a large wall board disc on which two cut-out ducks or geese are appli- 

qued, brought forward on blocks of wood. The lower portion, with the cattails 

and grass, is also cut out and attached for three dimensional effect. The sun is 

cut from a sheet of silver foil finished cardboard and stands out against the 
blue-gray of the disc. The ducks are in natural colors— 





—This center unit can be constructed of wall board 

or fir plywood; the circle in the center can be cut out 

and the front covered with a sheet of translucent 

material and lighted from the rear to throw the ap- 
pliqued cut-out letters into relief— 








hidden beneath the shelf marked "A" — 


The center piece is 











—This display is especially designed to feature a ‘Key to Fall Fashions" theme. 
The center unit is built of wall board and simulates a large keyhole, in the rear 
of which appears a wall board cutout which can be embellished by gluing on 
actual velvet for the dress and hair ribbon. The sloping platform is attached 
to the side wall with iron brackets. The key, which makes an added decorative 
effect, can be cut from wall board or fir plywood. Decorate the background in 
a soft shade of orchid and the keyhole in bronze and gold, with black edging. 
The key can be given a coat of bronze paint— 
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Employment Broadcast 
Features Displayman 


Displaymen who happened to tune in on the 
weekly broadcast of the Ohio State Employ- 
rent Service (WSAT, Cincinnati) recently 
vere greatly amused at some of the ideas 
xpressed in regard to display. The con- 
tinuity developed the fact that the employ- 
ment office was in search of a man to fill 
the display manager's job for a “high type 
yvomen’s apparel shop in South Bend.” Some 
if the dialogue ran like the following, copied 
verbatim from the script: 

Office Manager: “This isn’t just a win 
low trimmer’s job—it really calls for an 
irtist.” 

Assistant: “With that in mind, I’ve exam- 
ined our files for commercial artists. 
Then I looked carefully through the records 
of advertising managers and even buyers of 
women’s ready-to-wear—but they are not 
artists.” 

Manager (later, when interviewing dis 
playman applicant in regard to past jobs): 
“What did they pay you?” 

Displayman: “Sixty dollars a week. But, 
unfortunately, business slumped after Easter 
and they had to let me go. The luxuries 
go first, you know.” 

Manager (later still, after the displayman 
has been given the job “at $35 a week, to 
start”): “I had a long-distance call from 
the employer himself. . . . This very em- 
ployer had heard about you, probably 
through a buyer, and has been trying with- 
out any success to locate you all over the 
country !” 

After which, little remains to be said 


Bert Zahn And George Kadel 
On Ontario Program 


To inaugurate the firm’s sign, art, and 
display materials department, the Scott 
Paint & Wallpaper Company, Hamilton, 
Ont., Canada, has scheduled two events for 
the first part of September. On September 7 
Bert Zahn, sales manager, graphic arts divi- 
sion of the Sherwin-Williams Company, 
Cleveland, will speak on the “Finer Points 
of Screen Processing.” A demonstration of 
flocking methods will accompany the talk. 
George W. Kadel will begin an intensive 
course of air brush instruction, in coopera- 
tion with the Paasche Airbrush Company, 
Chicago, on September 1, continuing to the 
llth. Both events will take place in the 
Scott auditorium. 


Department 
Of Correction 

Through error, the report of the Inter- 
national Association of Display Men conven- 
tion in the July issue of DISPLAY WORLD 
neglected to mention the fact that A. Man- 
del, Roman Color Service, 31 East 27th 
street, New York City, was the official con- 
vention photographer. The firm specializes 


in color photography, including that of 


window displays. 


A hosiery display on page 28 of the same 
Issue was erroneously credited to R. H. 
Macy & Co. The window was in reality the 


work of the Lord & Taylor Company, New 
York City, display department. 
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Buttress 
Display Board 


The Most Practical--Most 
Flexible--Least Expensive 


You can have any length or height desired by one width 36 inches 
with lapped edges, so you can join the sheets together for any width 
required. 


As high as the sky, as wide as the earth—a godsend to the 
display manager on a limited budget—as the board can be used 
over and over again. Requires no framework or labor to install— 
ready for instant use. 


My new creations 


“The Champion” and “‘The Aristocrat“ 


are the most beautiful Backgrounds made—The Convex and The 
Concave are more popular today than ever before. 


See My Knotty Pine or Cypress Effects — 
Made in the Convex, Concave, Aristocrat 
These are outstanding and the HOTTEST thing of the minute. 


Jobbers in every important city throughout the entire world— 
write them for samples, prices, etc., or direct to 


CHAS. F. JOHNSON 


Manufacturer & National Distributor 


810 SOUTH SPRING STREET LOS ANGELES, CALIF. 





Walter S. Enoch, Eastern Distributor, 327 Broome St., New York City 








DISCOVERED! 


Alert display men have discovered a new vein of rich ideas 

in SCHEUER'S new line of gleaming genuine 24 Karat 

Gold Plated Display Fixtures. Stake your claim now. 
. . . Write for complete folder today! 





SCHEUER fr watine stew Yor Ci 
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STRESSING LADIES' FOOTWEAR 

THROUGH STRONG DISPLAY 
[Continued from page 16| 

The last, 


not seen in the photographs ; 


painted or covered as desired 
however, are 
the “drip” backgrounds shown are semi- 
permanent 
Lastly, the 


divisable into sections by the use ot divid- 


windows are shallow. and 


ers, depending on the merchandise to be 


shown. \ great deal of success has been 


had with this shallow 
attention oft 


type of window, since 


it focuses the the prospective 


buyer on the merchandise at hand and pre 


vents her from being lost in a deep window 
ind its maze of merchandise 
Phe stately 


muted gray 


two-story facade of handsome 


marble achieves new heights ot 


architectural beauty. The corner window is 


a startling innovation Curved glass ex 


tends 15 feet high over an 8-toot are through 


which one can look directly into the store 
interior. Within the store, the interior dis 
plavs have been cleverly designed so. that 
the customer can see the newest shoes and 
accessories with the utmost ease and com 


countel projects 


tort \ 


convemently imto— the 


spac Us ACCECSSOTY 
center of the room 
belts, costume 
The 


whereby 


and teatures bags, gloves, 


jewelry, hosiery, and the like store 


features its ensembling = service, 


complete sets of accessories will be matched 


or blended to one’s individual tastes and 
costume requirements. Naturally, the win- 
dow and interior displays must take this 
part of the merchandising policy into ac 


count and give it its due importance trom a 
standpoint 
Horner, who directs display for LT. 


display 
Hugh 


—The background in the display seen at right 
is of plaster, as is the tree which serves as dis- 
player. The “show card" was of irregularly 
shaped glass, frosted over with white cold- 
water paint; the words “Angel White, by I. 
Miller'’ were written with a finger-tip. .. . 
Looking through one of the display windows 
directly into the store. The cove illumination 
consists of four fluorescent tubes—red, orchid, 
green, and blue. When the lighting from these 
tubes is blended the result is a very close 
approximation of true daylight blue— 
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Miller & Sons, is seen at the left in the 
small group photograph on page sixteen. 
Next is Lester Gaba, sculptor and de- 


signer, who created the five new mannequins 
Horner's original “Margo,” 
one of the figures, is next, and Jane klwyn, 


from designs. 


model, brings an interesting conclusion to 
the group. 

\ group of “Jack-in-the-box” displays was 
used for the formal opening of the. store, 
and one of these windows is seen in the sec- 
16. Note that the 


Jack-in-the-box is 


illustration on page 
effect of the 
throughout the 
held on 


ond 
“springy” 


carried out window. Some 


of the shoes are reinforced paper 


pedestals which resemble the accordion 


pleated material covering the spring of a 
Jack-in-the-box. Other 


verted wire springs, the apex of each spring 


shoes rest on = in- 


resting in a small box. 
Next 1s lighted 


travel promotion featuring a complete shoe 


shown a dramatically 


wardrobe 
“Angel White” 


illustration on 


toot- 
this 
setting in 


promotion of 
first 
used an 


For a 
wear, seen in the 
Horner all-white 
a plaster tree and plaster background 
The 


window card consisted of a piece ot glass, 


page, 
which 


were the principal display teatures. 
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shaped and “frosted” over wit! 
paint, on which the 
had writte! 


irregularly 
cold-water 
merchandise 


ordinary 
name of the been 
with a finger-tip. 


N. 1. A. D. M. Members 
Enjoy Outing 

Thirty members of the 
Display 


Northern India 
Association of Men, with thei 
friends and families, enjoyed an all-day pi 
State park, Sout! 
Sunday, July 30. 


nic at Michigan near 
Haven, Mich., on 

Baseball, swimming, and numerous game 
The chairman for this affaii 
Dan F. Ganger; the following serve 
on his committee: L. L. Swartz, 
Moorhead, James Tolle, William Neutzma 
Leo Ball, William Tusing, and Larry Wil 
liams. 


were played. 
was 
Leste 


New Plastic Alliance Group 
Formed In New York City 


The Merchants Display 
opened at 137 West 22nd street, New Yor! 
City, with Herman Rosenberg handling un 
breakable light Harry 
charge ot cellophane 
and Dominic D’Ascoli in charge of phenol 


Service ha 


plastics, Gilberg 


acetate mache worl! 








resins. 


Facilities are arranged to complete dis 
plays of all sizes in illuminated cellophane 
plastics. They cellulose 


sheeting in various colors in opaque, trans 


also form acetate 
lucent and transparent displays. 


Blei Wins Another 
Display Contest 

First prize in the New York World's Fai: 
window display contest sponsored by Men's 
Wear has Blei, Ne 
braska Clothing Company, Omaha. Second 
and third awards went respectively t 
Thomas J. Gottily, Kolmer & Marcus, In 
New York City, and Clement Kieffer, Jr., the 
Kleinhans Buffalo, N. Y. The 
judges were Grover Whalen, honorary chair 
man; Ralph FE. Ladue, president, Joh 
David, Inc.; Herbert Bergdahl, Associated 
Merchandising Corporation; Alan A. Wells 
manager, sales promotion division, Nationa 
Retail Dry Association, and Mrs 
Mabel Potter Hanford, Batten, Barton, Dur 
stine & Osborn, all of New York City. 


been awarded to Les 


Company, 


(Gsoods 
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“.-and The Angels Sing” 


Golden haired angels seated at miniature pipe organs while the music of world 


famous choirs floats on the air... one of the most talked of displays of the past 
Christmas season! Lord & Taylor's great golden bells again chiming out their mes- 
sage of greeting . . . traffic-stopping toy windows with ingenious mechanical effects 


. interior displays that catch the holiday spirit and the eye of the gift-buying public. 


These and dozens of other exciting and sales-producing Christmas displays were 
photographed last year by Worsinger. Let these ideas be your inspiration in putting 
on the biggest display show of the 1939-1940 season in your city. For your conven- 
ience we have divided them into two separate groups—clear, glossy 8x10 prints that 
show the smallest detail. 


20 Toy Windows and interiors for $3.50 
20 Women's Apparel and Gift windows and interiors $3.50 
Both groups for the special rate of $6.00 


SIMPLY SEND CHECK, MONEY ORDER OR STORE ORDER, STATING WHICH TYPE OF PHOTOGRAPH YOU REQUIRE 


WORSINGER WINDOW SERVICE:: 110 W. 40TH STREET:: NEW YORK CITY 
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Title Registered U. S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every i akelahial by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnat @) ite 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT,. Secre 
R. C. KASH, Editor 





OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXXV AUGUST, 1939 No. 2 


A New Secretary 
For The I. A. D. M. 


Following the resignation ot Syl C. Rieser, 
who for the past several years had been 
executive secretary of the International As 
sociation of Display Men, it becomes neces 
sary to appoint a man to fill the vacancy 
thus created It is expected that Joe Mc 
Cann, president of the organization, will 
soon submit his recommendation to the 
board of directors, although nothing as yet 
has been done in this regard. 

It goes without saying that this action of 
McCann's may well be the most important 
single deed he will be called on to perform 
during his term of office. The executive 
secretary can either make, break, or simply 
prolong the life of any association. Although 
the president is supposed to outline the de 
sired program to be followed and see that 
results are accomplished, actually it is the 
executive secretary who must do the work. 
\lthough the president is the head of the 
I. A. D. M., he is, in every instance, a “prac 
ticing” displayman who has his own job to 
look after. Any time he devotes to asso 
ciation affairs must be apart from his regu- 
lar work, and anyone engaged in this form 
of advertising knows how little spare time 
the average displayman has at his disposal. 
\ccordingly, the “executive” part of the 
secretary's title should mean exactly that. 

The man appointed should have plenty of 
ability. While he should know the display 
game, that aspect of the job is not really as 
important as that he know association work 

how to secure favorable publicity for the 
I. A. D. M.; how to increase its member- 
ship; how to sell it to the retail field at 
large; how to sell it to the display profes- 
sion as a needed, vital part of their daily 
lives. The executive secretary should have 
speaking ability, and a personality which 
makes friends for the association. He should 
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be an “organizer,” blessed with a sense of 
economy, and with his feet resting con- 
stantly on a firm basis of common sense. 
Industry, and the other attributes of a good 
business man, are, of course, taken for 
granted. 

Such a man, through following a carefully 
planned program based on constructive 
thought of what the association needs to 
make it a success, can do much to build up 
the I. A. D. M. 

\s mentioned above, nothing definite has 
vet been done in the way of an appointment. 
It is rumored, however, that McCann may 
name a well-known Washington, D. C., dis 
playman, with a recommendation to the 
board of directors that the new executive 
secretary, if approved, handle the job on a 
half-time basis while continuing in his pres- 
ent employment with one of the local depart- 
ment stores. It is pointed out that as the 
secretary at present receives $3,000 a year, 
this would mean a saving to the association 
of half that amount, or $1,500. Naturally, 
this would be most welcome, and, coupled 
with other economies resulting from moving 
the office from St. Louis to Washington, 
would mean a substantial increase in the 
working capital of the organization. 

The objection to this, one which will be 
raised by many interested in I. A. D. M. 
affairs, is that it is the firm belief of numer- 
ous members that the executive secretary's 
job is one which demands the full time of 
the appointee. This of course depends on 
the type of man who is hired. A man who 
can organize his work well in advance can 
probably handle the job very satisfactorily 
by devoting to it a few hours each day. A 
stronger disadvantage is that “no man can 
serve two masters’ —that there might be a 
natural tendency to slight association work 
for his other position, or vice versa. Again, 
this depends on the individual. 

Whatever is decided on, it is sincerely to 
be hoped that the new executive secretary 
will put his shoulder to the wheel and shove 
the national association ahead. A _ really 
strong I. A. D. M. would be a boon to dis- 
playmen, individually and as a group, and to 
display 


Christmas Season Cut 
By Late Thanksgiving 


Displavmen who have been thumbing 
through the calendar to see just how much 
time they have before the first Christmas 
displays must “break” in the windows and 
interior probably heaved sighs of reliet when 
they found that Thanksgiving day falls on 
November 30 and that they thus have nearly 
a week longer to prepare their Christmas 
themes than in most other years—unless 
their stores decide to break with the tra- 
ditional release date and start their Christ 
mas promotion before the day when turkey 
is king. 

Retailing, as a whole, 1s taking rather a 
serious view of the fact that the late 
Thanksgiving will cut the normal Christmas 
shopping season to three weeks and two 
days. Naturally it is unthinkable that the 
customary tradition of celebrating Thanks- 
giving on the last Thursday of November 
be changed. The only way of picking up the 
extra days for Christmas promotions would 
seem to be through beginning such efforts 
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around the usual time, regardless of ¢ 
date of Thanksgiving. 

The objection to this, as pointed out 
Lew Hahn, general manager, National k: 
tail Dry Goods Association, is that “it see1 
impossible to interest the general public 
preparations for Christmas until the Thanl 
giving day observance is out of the wa 

The situation has all the necessary hor 
of a true dilemma. Whatever is done ab 
it, the wise displayman will continue to 
his Christmas display shopping early 


AUTUMN STRIKES STATE STREET 
[Continued from page 11] 


Boston Store, R. R. Jericho, display mai 
ager. Standing slightly in front and to o1 
side of a tringe-skirted column seat, holdit 
a hat model and a purse, a placard rea 
“Black 1s Here To Stay.” The picture ay 
pears on page Il. 

Display Director Constance Christ 
Mandel Brothers, has conceived an engagi! 
shoe exhibit. Upon a flat black backgrou 
she has mounted the words “Fall Symphony 
in large cut-out letters in an autumn leai 
tone. Immediately below this she has 
placed two bars of music also done in cut 
out, follows through with the words, “I 
Line and Color.” The card message goes 


on to say, “You'll applaud the new simplicity 
1 


of our exquisite Fall footwear.” Iso 


against the background is mounted a great 
arm bouquet of gilded “mums” and_ oak 
leaves. Shoes are on regulation platforms 
of white and clear glass, in the foreground 
This display is not illustrated. 

Last call for slack suits and beach shoes 
is being made at Maurice L. Rothchild’s by 
Display Manager George Behnke. Back 
ground of sea green features poster cutouts 
of the “three little fishes and the mama 
fishie, too,” Mrs. Fish being done in cobalt, 
her offspring in burnt orange. Glass bub 
bles attached to the back panel by invisible 
wire add a realistic touch, and there is a 
curved musical staff on which are supet 
imposed the words, “And they swam and 
they swam.” Floor is covered with cork 
sand out of which grow several cacti. 

So summer mates with fall and Chicag: 
displaymen are off to a flying start, a 
weather eye on the box office. 


Syl Rieser Resigns 
From |. A. D. M. Post 


Syl C. Rieser, who for nearly four yea 
has served as executive secretary of thre 
International Association of Display Mei 
resigned his position as of August 1. He 
has joined the staff of Garrison-Wagnet 
Company, St. Louis, display supply hous: 

In tendering his resignation to Josep 
McCann, president of the organization at 
display director for S. Kann Sons Company 
Washington, D. C., Rieser explained that 
is “too deeply rooted in this mid-western 
soil to be transplanted to Washington,” 
which city the headquarters were moved 
after McCann’s election at the I. A. D. M 
convention in New York City in June. 

As this issue of DISPLAY WORLD goes 
to press, McCann, who is on vacation, had 
not yet announced the individual he wil! 
recommend to the board of directors to f! 
the vacancy. 

















AUGUST, 1939 


New Pioneer Office 
Features Display 

Considerable attention is being given dis 
lay in the new Mercantile Center building 
ifiice of the Pioneer Suspender Company in 
san Francisco. The firm, whose headquar- 
ters are at Philadelphia, was among the 
first of the men’s wear manufacturers to 
take space in the building, which is rapidly 
taking on the aspect of a men’s and boys’ 
ipparel center. Pioneer's office displays 
1ave been, and will continue to be, profes- 
sionally installed. William Gravier, who 1s 
in charge of the San Francisco office, has 
extended a standing invitation to display- 
men to visit the firm’s new location and 
see just how much importance Pioneer at 
taches to the subject of display 





Display Takes Form 
Of Portable Ice Rink 


\s a graphic way of telling the story of 
the “Cool-Wave” air conditioner, Philco 
Distributors, New York City division of 
Philco Radio & Television Corporation, is 
using a window display consisting of a 6-by 
|2-foot portable ice rink laid before a suit 
able winter scene background. An attrac 
tive young lady skater “goes with” the rink, 
hearing posters to the effect that: “Cool 
Wave conditioning 1s just like this.” 


"Window Display" Promotions 
Enhance Fashion Revue 

\n audience of 3,200 buyers was in at 
tendance during the week of July 17 for 
the annual “Le Gant” intimate apparel show 
sponsored by Warner Brothers, New York 
City. A high-spot of the meeting was the 
presentation of replicas in full color and 
third dimension of various sales promotion 
window displays, enlivened by the use of 
real models to dramatize the various gar 
ments 


Porter-Cable Announces 
Improved Sander 

\ new dustless “Take-About” sander has 
heen placed on the market by the Porter- 
Cable Machine Company, Svracuse, N. Y 
It is particularly adapted, it is said, for use 
in display studios or departments. The unit 
weighs 23 pounds, is supplied for practically 
any voltage, and has a pulley speed of 
2.250 revolutions per minute. 


L. E. Summerton 
To Kisber's 


Louis FE. Summerton has joined Kisber’s 
lackson, Tenn., as display manager. For 
some time Summerton had operated his own 
isplay and card studio at Memphis, as well 
s handling displays for Sauer’s Department 
Store and the Tommy Bronson Sport Shop 
f that city. 


Wedding Plans 
Announced 

W. A. Staples, assistant display manager, 
sears, Roebuck & Co. (Northeast Store), 
Tuiladelphia, will be married on October 3 
» Miss Dorothy Jane McCarty of German 
wn, Pa. The couple will tour New York 


nd Canada on their honeymoon 
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POIMT-GF-SALE 
ADVERTISING 
—install it with 


KLING-TITE 


OURS EARLIER — with more 


selling hours and more sell- 











ing power — windows can be 


° " ae Y / Model T-3 
put into "sales action" with Q Z; /!  whing-Tite 
/ / 





the Kling-Tite Automatic 6 | One-Hand Tacker 
One-Hand Tacker! Sim- 


ply hold Tacker in one LING-TITE dressed windows are 


better! They're neater—more at- 





hand—grip the han- 


dle—and, zip, zip! F: 
fast as you grip / 


tractive—more effective. In close quar- 





ters, cramped corners, or on narrow steps 
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or ledges—this handy, compact, self-con- 
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ieteted : Tacking merchandise on cards—installing 
ie backgrounds—covering panels and shelves— 


alae: j tacking up posters, indoors and outdoors— 


ASK FOR 


are a few of the many practical, every-day 


uses of Kling-Tite. 


Kling-Tite effects a distinct saving in time, effort 
/ and materials. It is standard equipment with lead- 


/ ing displaymen, sign men and salesmen—everywhere! 
Write for details! 


ALHANSEN MEE. CO. 


5041 Ravenswood Ave., CHICAGO, ILL. 


VELVELUR 87”. 
sietnouxo NON-INFLAMMABLE "3x 


USE VELVELUR for Becutiful, Inexpensive Safe Displays for Fairs, Night Clubs % 
and other Public Places where Inflammab!e Materials may not be used. 5 
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1. Rolls 87 inches wide, convenient lengths and sheets siz2 $? 
24 x 36. 24 


2. 29 intriguing pastel colors dyed thru and thru. and wool $ 
flocked for subtle effects. Unusual, artistic, rough finish. $> 


3. Can be cut and shaped into beautiful three dimensional 4 
figures. Stands considerable abuse without cracking or Peg 
permanent crease. rea 


. Takes water-color, paint, printing, Air Brush, and screening. 2 


ALSO SEAMLESS BACKGROUND PAPERS 


81” wide—12 colors, including black P24 
108” wide— 8 colors 3 


SAMPLES ON REQUEST — JOBBER TERRITORIES OPEN — WRITE TODAY! g 


THE ACE PAPER CO., Inc. } 


DISPLAY DIVISION 33 
Dept. 1 426 West Broadway New York, N. Y. 3 
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“Serving the Display Profession” WINDOW DISPLAY 
TRAPHAGEN FOR RESULTS! 
Demand for trained workers increasins 

n Fashion, Interior and Counter d 


| A Y & | E G E a Register Now for Day, "bveshag ot Datta 


classes. Write or phone Col 


39 W. 37th St. New York City THE TRAPHAGEN SCHOOL 
Bet. 5th and 6th Ave. Phone Wi 7-8485 1680 Broadway (52d St.) New York City 
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Distinctive Display Equipment and Novelties 


















Is there a displayman alive who at one 
time or another in his harassed career hasn't 
longed for a world where he could change 
his displays simply by pushing the button? 
“Black” (ultra-violet) light, used in com- 
bination with especially treated colors, has 
been able to accomplish just that at some 
of the most important New York World's 
Fair exhibits. For the first time since their 
discovery the value of this “light and color” 
team has been demonstrated beyond a 
shadow of a doubt. Today black light is 
recognized as an important new contribu- 
tion to the art of display. 

Did you know, for instance, that the real- 
istic night lighting effect in the perisphere’s 
“Democracity” diorama, designed by Henry 
Dreyfuss, is obtained without the use of a 
single bulb or an inch of wire within the 
diorama itself? Did you understand why the 
invisible chart of the Soviet Arctic explora- 
tions in the U. S. S. R. Arctic pavilion 
emerged in brilliant colors when the place 
was darkened? Did you know how Norman 
Bel Geddes solved the problem of lighting 
his miniature highways to eliminate the 
glare of headlights and street lights in the 
night scenes of the General Motors futur- 
ama?’ Did you know what made the color- 
less walls of the General Electric House of 
Magic gleam in rainbow colors in the dark- 


ness and what made Billy Rose's Aquacade 
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Harnessing Black Light 


By CHARLOTTE WARE 
New York City 


girls glow brilliantly as they swam in the 
night? Black light, used in connection with 
Stroblite paint, explains all these novel and 
brilliant effects at the New York World's 
Fair. 

You are probably familiar with the fact 
that “black” or ultra-violet light consists of 
short waves of light beyond the violet end 
of the visible spectrum. Ultra-violet rays 
appear black until some fluorescent sub- 
stance comes within their field of illumina- 
tion. In order to put ultra-violet light to 
practical industrial use, some substances had 
to be found which would act as transtorm- 
ers and convert ultra-violet light into rays 
of longer wave lengths perceptible to the 


—'"Democracity"’ on the interior of the 
perisphere, New York World's Fair, as_ it 
appears under ordinary light—natural in 
color and true to the last detail as the 
“City of Tomorrow.’ .. . Below is the night- 
time view of the city of the future, the first 
picture ever taken in black light (ultra- 
violet light) of Democracity. Believe it or 
not, there is not a single electric bulb or 
inch of wire inside this diorama to produce 
the night effect. All the illumination shown, 
even to the floodlight of the airport and the 
tiny lights on the bridges, is obtained 
through the use of special fluorescent paints 
which are invisible under ordinary light but 
glow in pre-determined colors under ultra- 
violet light— 
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eye. The especially treated paints referre: 
to above are just such transformers, bein 
made up of special fluorescent substanc« 
that glow with extraordinary brilliance i: 
ultra-violet light. 

There are three types of these paints. O1 
after being exposed momentarily to ordinar 
light is luminous in complete darkness. An 
other type is visible in ordinary light but 
changes color and glows in the darknes, 
when flooded with ultra-violet light. The 
newest type, invented especially for th 
World's Fair and probably the most impo: 
tant of all from a display angle, consists 0! 
a series of paints which are created special 
to match the backgrounds on which they ar 
to be used. Under ultra-violet light shes: 
invisible “Fluoroglo” colors change to any 
or all colors of the rainbow, as selected 1 
advance. 

In this connection, it probably should bi 
pointed out that the ultra-violet light used 
will not tan or affect the skin in any way 
is not a health ray, and is perfectly harm 
less. 

How can the enterprising displayman put 
black light and these colors to work for 
him? The possibilities are endless. Ther 
is only one requirement, a controlled sourc: 
of ordinary light and daylight, in order that 
darkness may be created at will. At first 
thought, this requirement may seem to be a 
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—The gown and hair of this style show model 

have been treated with fluorescent paints. The 

effect at the right appears when ordinary 

lighting is replaced with ultra-voalet light. 

The same treatment can be given mannequins, 

window backgrounds, special interior displays, 
etc.— 


handicap, but from a display angle it offers 
distinct advantages. The growing popular- 
ity of shadow-boxes that cut out all outside 
light from the street and depend on artificial 
light for their effects is proof that display- 
men have already discovered the advantages 
of controlled light. Psychologically, objects 
that glow in darkness compel attention to a 
greater degree than objects that are merely 
lighted up. In the first place, darkness blots 
out all competing material and focuses at- 
tention on the glowing objects. In the sec- 
ond place, the novelty and the mystery of 
an object being its own light source has dis- 
tinct merit as an interest arouser, the aim of 
all displays. Interior store displays offer 
exceptional opportunities for the use of 
black light. 

Two-in-one posters for display purposes 
offer further possibilities for the use of black 
light and Stroblite paints. -The Soviet map 
mn the Arctic pavilion is a perfect example 
of this. Under ordinary light you see a map 
painted in blue and gray. Under ultra-violet 
light the routes of the flyers appear in four 
different colors, brilliant and clear. In ‘dis- 
Playing foundation garments, for instance, 

poster might be used in a shadow box 
showing a woman fully dressed in street or 
evening clothes. By a mere switch of lights 
she is changed into a woman wearing foun- 
lation garments. For “before and after” 
lisplays and for double duty merchandise 
lisplays, the use of black light is obvious. 
For example, both sides of a reversible gar- 
nent could be shown in such posters. 

Night window displays offer the display- 
nan further opportunities for creating spec- 
tacular and selling windows. By using the 
nvisible Stroblite colors for his background 
e can change the setting of his display by a 


mere switching of lights, automatically con- 
trolled. A mannequin in a smart new bustle 
dress might be set against a modern back 
ground. By switching the lights, the back- 
ground becomes Old New York and_ the 
silhouette of the old-fashioned bustle dress 
might be outlined against this background 
under the ultra-violet lights. Merchandise, 
too, can undergo magical changes with 
black light. By painting the important fea 
tures of a refrigerator, for instance, with 
invisible fluorescent colors, and using nor 
mally invisible signs pointing to these fea- 
tures, an excellent selling display can be 
contrived. Incidentally, by using such signs, 
you can put two messages over to your pub 
lic instead of one. One message can be let 
tered or painted in ordinary paint and an- 
other can be lettered in fluorescent paints, 
and camouflaged so that only one message is 
visible at one time. The attention value ot 
such a card would be as great as that of a 
moving sign. 

There are materials that are treated with 
these “magic” paints ready for the use of 
the displayman. Several display fabric 
houses carry treated materials in a variety 
of colors and designs which can be used tor 
draperies, upholsteries, and backgrounds 
Even wigs for mannequins are available, al- 
ready treated with Stroblite. 

For all black light displays, special ultra 
violet lighting equipment is necessary. In 
some cases, the ordinary lighting units in a 
store can be used; an ultra-violet filter is 
merely slipped in front of the available 
lights and the necessary special light is ob 
tained. For best results, however, ultra 
violet reflector lights, ultra-violet flood 
lights, or ultra-violet spot lights have proved 
to be more practical. 


Ralph Weiss Joins 
Frank & Seder 

Following the resignation of Lou A. 
Phifer, Ralph Weiss has joined Frank & 
Seder, Philadelphia, as display manager. 
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MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 
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Patent No. 1,808,459 
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Sherman To Warehouse 
Complete Chicago Stock 


The display material business of Sherman 
Paper Products Corporation, with headquat 
ters at Newton Upper Falls, Mass., has 
grown to such an extent that the firm has 
decided to warehouse a complete stock at 
Chicago. Elmer N. Anderson has been ap 
pointed to the Sherman staff and will be in 
charge of display sales in Chicago and the 
Midwestern territory. He has already as 
sumed his duties. 

\ full line of corrugated display products 
is stocked at the 1414 South Wabash avenue 
According to KE. W.. Pitt, sales 
manager for Sherman, the company’s action 


address 


will mean better service to Midwestern dis 
playmen. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ns 











—The Schlitz display pie 

is reproduced in full colc 
is carried out in thre 
planes, and can be used 

a wall trim or back bar di 
play. Art treatment and 
construction focuses atten 
tion on the bottle. Created 
and lithographed by Forbes 
Lithograph Company, Bos 
ton, for Joseph Schlitz Brew 
ing Company, Milwaukee— 


—New counter and floor dis 
plays by Schenley Distillers 
have familiar, homey con 
tainers which give a gener 
ous appearance but are 
theft proof. The displays 
were prepared under the 
direction of Julius Sack, sales 
promotion manager— 


—Stepping out in a second 
plane from a colored back 
ground, the McCallum's whis 
key trade-mark comes to life 
in this attractive display. 
The large bottle places the 
product in an eye-catching 
position. Produced by Ein 
son-Freeman Company, Long 


FOR BETTER RESULTS Island City, N. Y 
slan oEYs OMe 


R BAKING 
ze) ) get’ ais Me 


AN 


—The famous Fisk trade 
mark provides a strong hu- 


~ OA fj man interest pull for this 

ep BROILING counter display. Just six 

FoR BET) all words of copy tell the whole 
story. Lithographed in full 

: =i color and die-cut by Forbes 


Lithograph Company— 


—Direct color photography 
combined with lithography 
is used to portray the real- 
ism and appetite appeal of 
three food illustrations on 
this window display card for 
Magic Chef ranges, used as 
an auxiliary piece in con 
nection with a window dis 
play of an actual gas range. 
Created and produced by 
Forbes— 


| , Fo? COOKING 
Coy >. S) ON. 


1@ = 






—Soft glowing skin tones 
and the sheen of velvety 
fabrics are caught with 
"third dimensional’ effect in 
this Contoure window dis 
play. Reproduction is from 
a direct color photograph. 
Created by Einson-Freeman 
Company in collaboration 
with the L. C. Gumbinner 
Agency; manufactured by 
Einson-Freeman— 


—The three-piece display 
set-up seen at the left is be 
ing used by Arthur Beir & 
Co., Inc., New York City, in 
the company's retail stor 
display. promotion of Amer 
ican History prints— 
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FIFTH AVENUE WINDOWS DO 
RIGHT-ABOUT-FACE 


[Continued from page 7 


us store shared the spotlight with Cora 
scovil’'s beautifully designed Lucite chairs. 

Presenting “Lord & Taylor's Official 
Green tor Fall,” Display Director Dana 
(Clare does the interestingly curved back 
ground in a soft almond green while the 
floor receives the Midas touch of gilt. A 
selected group of accessories in the featured 
shade of green rest on the pale green up- 
holsters ot the decorative chair. Bordered 
in gilt, the show card concludes, “Exelu- 
sive new, dark deep green magnificent with 
brown furs or black—matched to perfection 
in every costume detail.” 

For the adjoining windows ot “Official 
Brown” and “Official Wine” the panels are 
done in a soft tint of these colors and re- 
peated in the chair upholstery. 

Under the heading of “Wicked Black with 
lush, lush roses!" Lord & Taylor put on a 
special little “Aquacade” of their own as the 
brilliant finale to a season of dramatic 
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beachwear displays. Diving and swimming 
mannequins played the leading roles in sleek 
black bathing suits adorned with roses 
the window floors were lowered to  theit 
deepest level to create the illusion of cool, 
green ocean depths filled with marine life 
Pebbles and shells covered the floor, in the 
midst of which sat a mannequin surrounded 
by cellulose seaweed and crystal bubbles 
\ column of green, rose, and coral dyed 
pampas grass rose from the base to the full 
window height, sparkling with bubbles and 
the glistening seaweed 

The accessory trim at the lett of the win 
dow was arrayed on a shell formed of layers 
of wood painted gray flecked with green and 
topped by the tiny plastet flours ota male 
Pebbles, shells, 


and glass bubbles were strewn between the 


swimmer, deeply suntanned 


window glass and the stepped-back frame of 
neutral gray wood, and here the window 
card was placed upright and at an angle 
Red foil cut-out lips adorned the black 
bordered card which closed with the text, 
“Lord & Taylor inspiration—this tascinating 
‘Madame X’ new fashion tor the beach 


—Among the comparatively new entrants into the American display field is Ruth |. Price, who 

runs the RIP Studio, 145 West 40th street, New York City. Miss Price, who came to this 

country from Berlin a couple of years ago, specializes in display designing and makes up minia- 

ture settings in order to permit visualization of the displays before actual construction starts. 
Five of these miniatures are shown above— 


4\ 





The Display Material 
of a Thousand Uses 











1” Copper Plate 


Here is just ONE USE in which a 10-foot 
length of Flexture can be utilized to good 
advantage. 


The above by Eugene Klein. Wallach 
Bros., Empire State Drug Store, N. Y. C. 
Focuses attention on merchandise in an 
otherwise empty space. The same 10- 
foot length can be straightened out and 
redesigned for the ‘999 other uses” 
awaiting the alert displayman’s touch. 


Order Flexture through your local jobber: 
who will be glad to furnish a beautifully 
illustrated folder giving full details on 
prices, lengths, and finishes. 








Frank D. Maxwell Corp., Greggory, Inc., Chicago 
New York 
Nat Siegel, New York 
Texkraft Sales Co., Inc., 
ew York 


House of Aladdin (B. A. 
Jacobs), Los Angeles 


Display Center of Phila 
delphia, Philadelphia 
Advance Displays, Inc., 
: Philadelphia 

DeWeese Display Equip 


ment Co., Pittsburgh Chicago Display Fixture 


; Co., Cincinnati 
Advertising Displays & 
Decorations, Inc., New England Decorators’ 
Cleveland Supply Co., Boston 


Feine Trimming Co., Bos- Herman Tunick, San 
ton Francisco 


Hawaii, U. S. A.: 
Bader & Company, Honolulu 


Canada: 
Display Guild (Canada) Regd. Toronto 


England: 
London Display Ltd., London 
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Fashions In Fall Displays 


—Left column, top: formal window by F. W. Weitershausen, Bergheim's, 
Boulder, Colo. 
Resultant sales of formal wear, excellent. 
Ahlroth, The May Company, Los Angeles. . 
third window, from the Baltimore store of Sears, Roebuck & Co., reveals 


The glass was covered with a flat black paint, as shown. 

Center: by Carl W. 
. . Close inspection of the 
liberal use of humor. In the left foreground a dog, wearing a gas mask, 
One hunter is treed by two bears, who wear napkins 
Another hunter 


trails a skunk. 


around their necks and are patiently waiting for lunch. 




















COLORFUL 


-> 








has two quail resting on the barrel of his gun. . . . Right column, top, a 
dignified setting by H. G. Prock, Reynolds-Penland Company, Dallas 
. . . Center, an excellent interior display of guns and sporting equipment, 
from the Baltimore store of Sears, Roebuck & Co. Note the well-done 
... W. L. Stensgaard & Associates, Inc. 
Chicago, has developed ‘'min-event'’ settings with a sports theme for 


mural of a deer-hunting scene. 


Interwoven's autumn displays. The figures are in full relief and natura! 


colors— 
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Wichita Display Guild 
Holds Annual Picnic 

The Wichita Display Guild met last month 
it “Shady Rest” camp a short distance trom 
the Kansas city to hold the organization’s 
annual picnic. Thirty-eight members were 
present for a short business meeting, fol- 
lowed by games and a lunch. 

During the day an election of officers was 
eld. Edwin C. Perry, 
named president; Ray Elliott, Lewin’s, vice- 
president, and H. W. Morton, Coleman Lamp 
& Stove Company, secretary-treasurer. Com- 
mittees appointed consisted of the follow- 


Thurston's, was 


ing: executive, Edwin C. Perry, chairman 
Ray Elliott, H. W. Morton, Loy Chase, Har- 
old McAdams, Curt Hubbel; publicity, Ray 
Elliott, chairman, Al Woods, Wayne Hub- 
bard; program, M. Finch, chairman, Don 
Royston, H. E. Roll, Monty MeCormick ; 
membership, John Clifford, chairman, Jack 
Bowlus, Bert Comstock. 


Virgil Andrews Returns 
To Los Angeles 

Virgil Andrews, who has been display 
director for Hasting’s, San Francisco, has 
resigned his position to join Mullen & 
Bluett, Los Angeles. Andrews is no stranger 
to the Southern California city, having been 
with Desmond’s for some seven years. 





—Good fellows get together in these four groups. 
tor, Ernest Leeker, display director, both of Stix, Baer & Fuller, St. Louis, and Frank W. Spaeth, 


vice-president, W. L. Stensgaard & Associates, Inc., 





DISPLAY WORLD 


Harold Gale, formerly of the Palm Beach 
wt ag Inc.. New York City and Miami 
Beach, Fla., has accepted the display post at 
Hasting’s. Gale also was display manager 
for Baskin’s, Chicago, for some time 


Horseback Ride 
For Crandic Club 


Moie M. Hamburger, Strub’s Department 
Store, Lowa City, Lowa, reports that the 
Crandic Display Club 1s still active—but 
sore. The reason for the soreness was a 
moonlight horseback ride covering a fitteen 
mile trail. Eighteen members made the trip, 
which included a picnic and songs around a 
camp fire. A similar excursion is scheduled 
for August. 

\rmstrong Clothing 
Company, Cedar Rapids, organized the expe 


H. A. Fitzsimmons, 


dition, with Clyde Burnett as lowa City 
chairman 


Three To Judge 
Music Displays 

The third annual advertising and display 
contest held in connection with the Musi 
Industries convention at the Hotel New 
Yorker, New York City, will be judged by 
Roy Dickinson, Printers’ Ink, David Fred 


erick, Tide, and A. P. Mills, Advertising Age 


Upper left, J. W. Goldstein, publicity direc- 


talk things over, while Henry Braun, Leeker's 


assistant, looks on. The scene is the terrace of the Stensgaard New York City offices, Rocke- 


feller Center. . . 


. Upper right, W. L. Stensgaard, president of the Stensgaard organization; 


W. Rowley, display director, The Emporium, San Francisco; Edward Osterland, display director, 
William Taylor Son & Co., Cleveland; Winthrop B. Frye, display director, William Filene's Sons’ 
Company, Boston; Charles F. Wendell, display director, J. L. Hudson Company, Detroit. . . . 
Lower left, Clinton Clark, display director, The Boston Store, Milwaukee; Harry Eastham, display 


director, Burdine's, Miami; W. L. Stensgaard. .. . 


Lower right, Harold Nickel, display director, 


and John Benedict, The White House, San Francisco, escort Joe Adler, head of the Chicago 


firm of Adler-Jones, Inc., 


through Chinatown— 





RICH 


Electric 
STENCIL 
CUTTER 


For Cutting Light Materials in Any Size, Shape or 
Form, such as... 
@ CARDBOARD 
@ CELLULOID @ CORK 
@POSTER OR STENCIL BOARD 
Indispensable to the sign or display shop. Makes 
any kind of cut-out letters and designs in less than 
1/3 the time, compared with any other method. 
Perfect-circle and straight-line guides. Costs only 
a few cents a month for current. Replacement 
needles only lc each. 
Pays for Itself the First Week in Time Saved. 





@ PAPER 







CO., INC. 


PEORIA, ILLINOIS 








animation 
is no problem: 





Pale Turn all your mechanical 
t Saag woerles of display anima 
.< aa’s os tion over to the SpeedWay 

TION FOR © Technical Service—just send 
a rough sketch of the motion 
or series of motions you 








want and indicate the ap 
proximate _ timing. These 
experts will work out the 





cheapest, most economical 
way to get this action with 
2ZSPEED OSCILLATING 


out charge ... will send 





you detailed specifications 
and prices for motor and 
mechanisms. 


Only SpeedWay can rightly 
offer this service, for only 
SpeedWay has a complete 
line of pendulum units, back 
geared “flea power” motors 





and turntables built and 
powered for display anima 
tion. 


“In display advertising it's 
ANIMATION, and in Anima 
tion it’s SpeedWay.” Write 





THERMOMETER 


= for Circulars and SpeedWay 


ACTION sTOPseE P 2 
Animation Manual. 


Display Motion Division 


MFG. 


} 
hp 
¢ 















1841 South 52nd Avenue, 
CICERO. ILL., U. S. A. 
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Window Display Dramatizes 
New Sales Theme 


\ short time ago the Atlantic Brewing 
ompany, makers ot Tavern Pale beer, de 
ided that sales could be ste pped up by mak 

ing it simple and desirable for the consumer 

to buy several bottles at a time, conven 


\c cord 


gly the “Pick Up Three” idea was worked 


iently packaged tor easy carrying 


mut, all newspaper and outdoor poster ad 
ertising playing up this theme Tavern 
Pale, incidentally, 1s probably the first beer 
» be merchandised in this type of package 
While the advertiser was using a large 
volume of standard displays as a point-ot 
sale tie-up with the general advertising cam 
paign, it was felt that a dozen or so itinerant 
displays dramatizing the idea in high spot 
ocations would help considerably in) com 
pleting the selling job. It was desired to 
push the “Pick Up Three” idea, and at the 
same time get over the thought of the cool 
ng effect of ice-cold beet 

We believe this display problem was 
solved under ideal conditions kK. Fried, 
sales manager for Atlantic, H. M. MeCat 
gar of the George H. Hartman Company, the 


idvertising agency, and ourselves all worked 


—Although the Atlantic Brewing Company, 
Chicago, was using a large volume of stand- 
ard displays in connection with the general 
advertising campaign to put over the idea of 
‘Pick Up Three,’ it was felt that a group of 
special itinerant displays for high spot loca- 
tions would be of much assistance in rounding 
out the merchandising program. The photo- 
graph shows the display worked out by Harve 
Ferrill & Co. The circulation secured by these 
itinerants is from two to three times as great 
per day as for the ordinary type of display, 
and, through their repeated use during the 
summer, their cost is brought down to com- 
pare very favorably with “crepe and card- 
board" settings— 


By HARVE FERRILL, President 
Harve Ferrill & Co., Chicago 


hand-in-hand in its development 

The three half-relief snow men unit 
proved to be the answer. The facing of the 
figures is of snow-white cotton, over which 
is sprinkled mica snow. The floor of the 
window has the same treatment. The pos- 
ture of the snow men provides an animated 
effect and the fact that each carries the ad- 
vertised product gives a realistic impression 
of the popularity of the beer. The back- 
ground behind the unit is of dark blue cor 
rugated, topped with flittered die-cut icicles, 
thus centering interest on the snow men. 

The whole display focuses attention on the 
ease with which three bottle of Tavern Pale 
can be “picked up” and carried, while the 
general effect of the design is such that the 
cooling idea gets across gently but firmly. 

It is estimated that each of these displays 
will be used six or seven times during the 
course of the summer season. Surprisingly 
enough, the display will not be expensive in 
comparison to ordinary trims if the cost of 
the unit is pro-rated over six uses, and 1f 
comparative circulation is considered. Where 
the average display plays to from 3,500 to 
4.500 spectators per day, this display will 
secure locations delivering as many as 10,000 
spectators 1n the same period of time. The 
probable cost per 1,000 of circulation will 
actually be less on this special itinerant dis 
play than on an ordinary trim 

The success of this special display acces 
sory to the general advertising of Tavern 
Pale’s merchandising idea bears out out 
opinion that most advertisers should develop 
their program to provide special displays for 
the best, high spot locations, and use run 
of-the-mine displays for average retail 
stores. Instead of this, many of them make 
themselves and their display service unhappy 








by demanding that their ordinary crey 
paper and cardboard display be placed in tl 
best retail stores in town. 

The special display is a happy solution 
the problem. 


Snellenburg's Wins 
Tie Display Contest 

First prize of $150 in the national neck 
wear window display contest sponsored b 
\rthur Siegman, Inc., New York City, i 
connection with the promotion of the “Kul: 
Kula” tie, has been awarded to Snellet 
burg’s, Philadelphia. Second prize of $10 
went to H. D. Nickel, The White House 
San Francisco, and third award of $75 
Harry Eastham, Burdine’s, Miami. Fourt! 
place and $50 was won by A. L. Comstock 
George Innes Company, Wichita. 

Prizes of $25 each were awarded to Kresg 
Depariment Store, Newark; Meyer Brothers 
Paterson, N. J., and National Shirt Shops 
Inc.. New York City. Ten dollar awards 
went to Namm's, Brooklyn; Halle Brothers 
Cleveland; Doutrich’s, Pottsville, Pa., an 


Ben Krones, Passaic, N. J. The contest 


judges were Milton B. Wallach, The New 
York Sun; Edward Stroock, Stroock Dis 


play Company, and William C. Segal, Men’: 


\pparel Reporter, all of New York City 


Elaborate Furniture Display 
For Merchandise Mart 


\ permanent quarter-million dollar dis 
play of fine furniture from the lines of lead 
ing Grand Rapids manufacturers has beet 
opened to decorators and retailers by Knapy 
& Tubbs, Inc., Chicago wholesale firm, 11 
newly leased quarters in The Merchandis 
Mart. One of the largest ensemble preset 
tations of furniture in the country, the dis 
play covers a floor area of 21,827) squar 
feet and houses approximately 1,500) indi 
vidual pieces in thirty rooms of ensemble: 


home settings. 


groupings in 
Several months’ work and a cost of mor 


than $25,000 went into the design and cot 


struction of the showrooms, which present 


the furniture as it would appear in a hom 
Settings, done in decorative schemes appr 
priate to each type of furniture, are con 
plete with window treatments, fireplaces 
and oil paintings 


Hal Williams Resigns 
From B. Altman's 


It is reported that Hal Williams has re 
signed as display director for B. Altman & 


Co., New York City, as of September 1. Hi: 
future plans have not been announced. Louis 


Villela, for the past three years with the 
Lord & Taylor display department, is sat 
to be Williams’ successor. 








b 
id 


ql 
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STATE INSTITUTIONAL DISPLAYS 
MADE PERMANENT EXHIBIT 
[Continued from page 9| 
vork of Brother Joseph of the Catholic col- 
ege, Cullman. Little Jerusalem, visited by 
00,000 people a year, was shown by actual 
erottos trom Cullman; several photographs 
ind the large background blow-up of the 

general view completed the display. 

The growing cattle industry in Alabama 
vas depicted in the next display. A large 
low-up of a scene at Marion Experimental 
station, operated under Auburn university, 
was shown as the background in full colors 
Other scenes showed prize-winning herds 
ind blue ribbon bulls. Additional data was 
urnished by signs and literature. 





On page 9 is seen The Aluminum Com 
pany of America display, which surprised 





many people by showing complete manutac- 
turing details, by way of chemicals instead 


t ore. The company’s large plant at Mobile 

was the background—done in natural colors. Gave 50% OW Your B 

Various samples showed some ot the secrets 

hehi » making of ; ° ° °  s 
eer Oe eee OF Sree This lighter weight Seamless Paper is ideal for temporary backgrounds, 
locks drew tremendous attention, Featured  freizes, wall areas, columns, cases, posters or signs. Saves dollars, as well 


as the state's gateway to the ports of the as time and labor, in preparing those overnight rush display jobs. 


world, the display was composed ot sixty 


The window featuring the Alabama State 


five samples ot articles that come trem Eliminates the repainting of backgrounds and Hloors . . . covers all surfaces 
foreign nations through this port. Each was 


marked, and the same held true of exports. Quickly, giving a smooth clean appearance. Stocked in 12 brilliant colors 
rhe background was an enlargement of an and white; in rolls 73 inches wide by 12 or 50 yards in length... Also 36 
oe pereetes 2 wee eee inches wide by 12 or 50 yards. These beautiful papers are pulp beaten, 
made in colors that are fast and bleed-proof - not surface dyed or coated. 


Every public building trom Birmingham 
to Honolulu contains some Alabama marble, 
but few people knew that at Sylacauga 1s 
the deepest marble vein in the world—l00 The smooth mat finish of NU-TRIM Seamless Papers makes it a perfect 
feet deep. This quarry was in operation for . 
cect lane & ieee tee a pelied ol base for poster paints and pastels. Ideal for those 
twenty-two years without stopping. The process jobs - signs, posters or streamers ... will 
background enlargement Was a view of the not bleed, feather, warp or crack Rass easy to use 


quarry, looking down 160 feet. The coloring ‘ob 
' on any job. 


was a perfect job of reproduction Othe 
photographs showed the cutting, polishing, 


grooving, and carving. Samples of marble, On special orders, paper may be obtained in rolls 
with lighting effects, completed this display slit any width or in sheets cut for poster and 
vindow. sign work. 









The final illustration shows a window in 
which was an enlarged air view photograph 
of one of the state's great forests. Through 


the cooperation of the State Highway de WRITE FOR FREE SAMPLE SWATCH 
partment, thirty-eight different samples ot DEPT - D-8 


the various woods to be found in this. state 





vere on view 


Other windows, not illustrated, had the SHERMAN Paper Propucts (oRPORATION 


lowing for their themes: famous homes of NEWTON UPPER FALLS MASSACHUSETTS 


the South; the Southern Kraft Paper Com 





pany; the story of the peanut industry at 








lothan; the famous Bellingrath gardens: 
\labama_ universities; agriculture; depart SEE THE NEW You spend good 
ment of state archives and history: the ARDBOARD pone alles adver- 


< < < 1s : ’ ‘ 
Goodyear plant at Gadsden; famous Ala BR ISCHOGRA PHS EASELS -: aaner: Gana 
. . 


counter merchan- 


ima rivers and the projects for which they at your dealer or write iise displays. It 
J . is economy to use the Stand Pat Easel, with 

supply power; state parks, and Dr. George The Brisehograph Co special lock feature which insures it against fall- 
WW. ‘Carver. world-famous Tuskewee univel ss a . I ? ing down and relieves the strain the ordinary 
; f b COLUMBUS, OHIO easel encounters. The Stand Pat Easel will out- 
sitv scientist. Enlarging Projectors for Display Men, live your display card. Write for samples today. 
Artists and Sign Studios Stand Pat Easel Corp., 66-72 Canal St.. Lyons, N.Y. 





Literature On "'Flexture'' 
Now Available 
Metalknit, Inc.. Graybar building, New 


ork City, has just released an attractive | WINDOW DISPLAY jules kenner hyman 








reular describing the display versatility Tioga & Almond Sts. Philadelphia, Pa. 
“Flexture,” the new knitted-wire mesh M SMART MILLINERY HEADS 
tubing. “Flexture” is available in unplated, AT E R IAL EXECUTED IN 
idmium, bright chrome, copper, and pearly BECKER SIGN SUPPLY CO. RUBBER 
lver finishes. Literature will be sent on 314 N. Eutaw St. Baltimore, Md “no chip—no crack—no break” 














request to the address given above WRITE FOR PHOTOGRAPHS 
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A NEW addition to the Think this GUE .e- 


Maharam line 





| The revolutionary NEW 
TYPE DISPLAY SPOT- 
LIGHT. A compelling sales 










energizer that transforms 

° the commonplace into a 
MAHARAM sparkling theatre of light. 
CAN FILL Amazingly easy to operate 
EVERY ‘ incredibly low cost. 
DISPLAY MAHARAM is proud to 
NEED offer MATEX SPOT- 
. LIGHTS, BULBS and COL- 


OR FILTERS. Write for 


details and prices. 










ATA BRAS 
FABRIC CORPORATION. 
NEW YORK—130 WEST 46th STREET 
CHICAGO—6 East Lake Street 
ST. LOUIS—915 Olive Street 
LOS ANGELES—819 Santee Street 











Dramatize Your Windows 


by using this modern 
Window Photo Service 


} 


The newest and very est windows in Holly 
wood, Beverly Hills and Los Angeles, divided 
into three specialized services. All photos 8x10 
with complete descriptions. Half of each monthly 


service mailed on Ist; half on 15th. 


Service “A”—DEPARTMENT STORES. 
16 photos monthly; price $9.00 quarterly. 


Service “B’—MEN’S WEAR STORES. 
8 photos monthly; price $6.00 quarterly. 


Service “C”’—for WOMEN’S WEAR 
STORES. 8 photos monthly; price $6.00 
quarterly. 

Order a trial three-months’ service 

today Be the first in your city to 


ise these 
the film 


intriguing displays from 


world 


California Display Technique 
860 South Los Angeles Street 
Los Angeles, California 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Events that have been taking place within 


the International Association of Display 


Men 


eyes in the display field on Washington even 


since the conven.ion are focusing all 
if the seventy-sixth congress has adjourned. 
The announcement at the convention of the 
moving of the office was followed a month 
later by the 


secretary ot the [. A. 


resignation of Syl C. Rieser, 
LD). M.., who 


four vears under the Stocker 


executive 


served nearly 


and Hiffman administrations. The execu- 
tive secretaryship is a difficult job. The 
present vacancy gives the newly elected 


president, Joseph McCann, an opportunity to 
make an appointment which, no doubt, will 
be the term of 
office and perhaps in the years to come. The 


most important during his 
man whom he appoints will have to shoulder 
the responsibilities of making the I. A. D. M. 
function as a national association serving 
no certain group or locality, but serving well 


A. D. M. and 


display in general. The new president should 


the entire membership of the [. 


guard against promoting any one territory 
and neglecting the membership as a whole. 
This can not be done if the I. A. D. M. hopes 
to build a worthy ot 
support from all parts of the country. Let's 
so that 


greater 


national association 


hope that the new regime serves all, 


we can together toward 


progress 


display achievements. 


\ news dispatch from Pittsburgh tells us 
of an entirely new use for display windows. 


\ burglar was discovered in a. store: he 


eluded police by posing as a men’s manne 


quin in the window. Be careful, or some 


might one of your men’s figures will 


to life 
pants to carry him out of the window. 


come 


as you grab him by the seat of the 


ago Marshall Field 
Newell D. Hillis ot 


\ number. ot 
letter to Dr. 


vVears 


wrote a 
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By FRANK G. BINGHAM = 





Brooklyn in which he laid down some pri: 
ciples for conduct of 
life which [ believe could be aptly appli 


successtul busines 
to those entering the display field, as we 
as those actively engaged: 

1. Beware of a misfit occupation. 

2. Practice economy, self-restraint, ar 
self-denial always. 

2: Try to be ahead of your position an 
increase your efficiency. 

4. Having started, 
thoroughly from the ground up. 


learn your busines 
5. Always remember that what you save 


and not what vou earn, counts. 


6. Consider caretully your natural bent 
whether for business or a profession. 

7. Work with all your energy and d 
everything as well as you can, not merely 


well enough to pass muster. 


Displaymen on vacation tours should tak: 
a few minutes time to drop in and visit oth 


ers in the profession. A few minutes con 
versation may add a new friend and make 
your trip more enjoyable. You learn what 


the other 
job and 
after all 
low's troubles, too. 


fellow has to put up with in his 
return to feeling that 
your problems are the other fel 


you yours 
The display director of 
the Ardmore Store, Strawbridge & Clothie: 
Philadelphia, was a caller at Soutl 
Bend. I about Philadelphia 
from him in five minutes than I did touring 
1930. 


windows. is 


recent 
learned more 


the city with a guide in Looking at 


the other 
teresting if vou know him personally. 


twice as in 


Whe 1 


tellow’s 


vou travel, get acquainted. 


Disappointment in the photo contest at 
the New 
and old 


York convention has opened new 
this 
[Continued on page 50] 


wounds concerning important 





—A most effective setting for a fall or winter display is this one, by Arthur Gray, display 

director, Lansburgh & Brother, Washington, D. C. The window is one of a series in which the 

glass was masked (with cold water paint) to resemble a frosty windshield. The large windshield 

wiper’ in each window was animated by a small, flea-power motor connected to the wiper by 
a strip of spring steel to take up the "play’’ and make the motion smooth— 
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Glamour... 


Jed eleaqance t 
ments on display. That why thoy have won adn 
window t Marsha Field & C 


juced below. Ff 






W. M. ZEPPEN-FIELD STUDIOS 
1057 N. LA BREA AVE. _ “HOLLYWOOD CALIF 


} 
































Surplus Lots of 
Chrome and Stainless 






a ‘i You ke thé Judge y 


Metal Mouldings 


Assorted Lengths and Widths art Poster goard CRESCENT 


\ S 
Also—Sign & Price Tag Frames \oo Setoard ° 
: proetone on 
Close-Out Prices usta | Poster B 0 ARDS 






100 Piece Assortment—$ 5.00 





200 Piece Assortment—$ 9.00 cur better % ter 
500 Piece Assortment—$20.00 Duple* nts 
waeiton Mor 
“ \.Neet wen ood SEND FOR 
wountiNd pistol SAMPLES 
Special Prices for Limited Time Only crescent 


Order Today—Satisfaction 


se BE Product of 
CHICAGO CARDBOARD COMPANY 


Dasco Products Corp. 666 W. WASHINGTON BLVD., CHICAGO, ILL. 
EAST DETROIT, MICHIGAN 
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PREDOMINATION COLOR CHARACTERISTICS 


48 
Type High Light Low Light 
Indoors Day Light Violet Yellow 
Mauve 
door Night Yellow Light 
Magenta 
(utdoor—Day Steel Mauve 
Spring and Fall or Violet 
Outdoor yay Strong White Pink o1 
Light 


Summct 


Magenta 


Position, Direction, Quality and Intensity 
Motivation in window low, light at low 
angle, and slightly diffused to give reflected 
quality. Color is in mauve or light lavender. 
Shade is illuminated by artificial light which 
will give a strong yellow light in shade. 


Light at 45 
same. Care should be taken to add small 
quantity of blue to magenta if reaction is 
Light can 


Intensity of light and shade 


desired on midnight blue tails. 
be quite shadowless as per bright artifically 
lighted ballroom or strong down light for 
striking effect 

Light angle about 30°. Shadows strong due 
to high intensity of high light in relation to 
shade. Luminous shadows. Light quality 
strong and rays as parallel as possible 


Angle 45°, 
tensity on high light side but almost same 
Direct light 


and down light. Very high in- 


intensity in shade color. 


parallel rays if possibie 
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“Wizard Of Oz" Tie-Ins 
Well Received 


Reports from various parts of the count 
indicate that the display tie-ins with the m: 


tion picture, “The Wizard of Oz,” are bein; 


accorded a hearty welcome by some of tl 
nation’s leading stores. The “Oz” stori 
were written by L. Frank Baum, former edi 
tor of Merchants Record and Show Wi: 
dow. W. L. Stensgaard & Associates, In 
346 North Justine avenue, Chicago, has t! 
display rights tor “Oz” attractions. 


William Farrington Dies 
After Long Illness 
William A. 
home in Worcester, Mass., August 1 afie1 
lengthy illness. For the past  thirty-fiy 
years he had been in charge of display f 
Denholm & McKay Company, specialty shoq 


Farrington, Sr., died at 


The funeral was held at Blessed Sacrament 


Church, Worcester, August 3. Farrington i 
survived by his wife, Elizabeth, and tw 


} sons, William A., Jr.. and James 








MERCHANDISE IS VAIN; FLATTER IT 
WITH LIGHT 


Continued from page 5] 


ise of complementary light thrown upon a 
figure ina window display. A beam of light 
from a red filter when broken will cast a 
shadow of light in which appears the red 
complement—blue-green. A blue-green light 
will similarly create a red shadow and where 
these two complementary beams of light 
merge on a dress fabric, tor imstance—a 
pure white light will result. Such a light 
proves ideal for illuminating the merchan 
dise in question, since white light is impat 
tial in its reflection characteristics. 

lf the subject displaved happens to be a 
vhite blanket its hue can be accentuated to 
perfection by use of amber and straw filters 
in spotlights on either side of the merchan 
lise Furs are best displayed under arti 
ficial light that simulates ideal north day 
light conditions It is a fact that minks 
and sables look richer and more natural 
vhen they are made to appear brown with a 
subtle bluish undertone than when they ac 
quire the rusty and bricky look of less fine 
furs as they do under ordinary incandescent 
tlumination 

In adjusting and selecting filtet colors tor 
ill display requirements it 1s essential to 
inderstand thoroughly factors of merchan 
dise, timing, contrast, appropriateness, and 


onsumer reactions 


James David Buckley 
To West Coast Saks’ 


Formerly with Bergdort Goodman, New 
York City, and more recently a free lance, 
James David Buckley will leave’ tor the 
West Coast the latter part of August to take 
over the display director's post at Saks, 
Beverly Hills, Calit 
or his novel display treatments. He was 


Buckley is well known 


the creator of the “Chopin Cycle,” surrealis 
tic displays, which aroused so much com 
ment when they went on view at Bergdorf 


(soodman’s 


by Anthony Brinker 


















FOR 20 VEARS HE HAS. WORKED 


CONTINUOUSLY IN THE DISPLAY FIELD... . 
VERY HAPPY WITH HIS FIRST POSITION \. 

IN THE DISPLAY DEPT. AT GIMBEL BROS,AS/T = 3 
SEEMED TO BE ALONG THE SAME LINES AS THE ~‘ 
SHOW, BUSINESS... WOKKED IW SEVERAL OF NEW 


YORKS LEADING STORES... 


BM 


Cte WH.H.BLOCK 00. 


Sy 


AT EARLY AGE OF 14 (DURING SUMMER MONTHS) 
WAS BARKER AND M6R. OF AN ALLIGATOR. 
FARM AT LUNA PARK IN NEW VORK___TH/S 
EXHIBIT WAS LATER IN THE SIDE SHOW 
CALLED THE PIT... SHOW WENT ON THE 
ROAD TO STATE & COUNTY FA/RS_.— 
OHIO, PENNSYLVANIA, NEW YORK STATES. 

















HEADED FOR DISPLAVS HALL OF FAME“ 


MA RCEDTD 


DISPLAY MER. 





WDIANAPOLIS, IND. 





HAS BEEN WIT# THE WM.4#- 
BLOCK COMPANY THE LAST 12 
iN VEARS_.. ASS/STED IN THE 
mm COMPLETE REBUILDING AND 
} REORGANIZATION OF THIS 
MARVELOUS INSTITUTION. . - 








"PET HOBBIES” 
HORSE SHOE PITCHING~ SWIMMING. 
AND BALIARDS \ 
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Question: Will you please describe to us 
the process known as flocking? Also, can 
vou give us the formula tor preserving nat 


ural foliage such as asparagus ferns and 
leaves? We would also like some new val 
inces for our windows. Please send us ad 
dresses of concerns where we can obtain 
them.—Magnolia, Miss. 

Answer: Flock consists of a fibre <hread 
of wool, cotton, or rayon in various lengths. 
These particles are blown through a special 
nozzle of an air gun onto the surface to be 
Hocked, this surface having been previously 
treated with a synthetic paint adhesive which 
causes the minute particles to adhere and 
form a cloth or nap effect 

\s to preserving natural foliage, there are 
several methods varying with the type mate 
rial to be preserved. You would undoubt 
edly find it much better in the long run if 
you were to purchase this foliage from a 
display supply firm rather than attempting 
to preserve it yourself. However, if you 
wish to try it, one method consists of spray 
ing the foliage with lacquer, using care to 
see that each leat and twig is thoroughly 
covered. 

The addresses of several valance firms 


have been sent you 


Question: Will) you please explain. the 
term “black light” and = outline something 


of its use? Also, how does it differ from 
ultra-violet light 7—Providence, R. | 
Answer: The name “black light!” is tre 


quently used in place of the correct term 
ot “ultra-violet” light, and is so-called be 
cause the light rays involved are invisible 
to the eve. Black lighting is being used 
with increasing frequency in the display 
field in connection with the reaction it pro 
duces when focused on objects which have 
been treated with fluorescent paint or dye 
Such an object under natural illumination 
appears just as usual, but when the regular 
lighting 1s replaced by ultra-violet illumina 
tion the parts which have been fluorescently 
treated assume a_ relatively low-intensity 
glow and the untreated parts become invis 
ible. An article on this subject appears 
elsewhere in this issue. Note particularly 
the way in which the World's Fair peri 
sphere display “lights up” under ultra-violet 


Tavs 


Question: Can you tell us what measure 
ments must be taken into consideration in 


curing an estimate on an installation ot 


nvisible glass 7—Jacksonville, Fla 

\nswer: Several measurements are neces 
iry. They are as follows: (a) width ot 
ass opening horizontally; (b) height ot 


lass opening vertically; (c) height of lower 
lass line from sidewalk at left of window 
1) height of lower glass line from. side 
ilk at right of window: (e) depth of win 
w floor from glass to permanent back 
ound wall; (f) depth of glass from face of 
ulding: (@) which direction does window 
ice; (h) what type of merchandise will be 


splaved in window: 
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ESME 


—like the rest of 
the Profita ‘'Rub- 
berlite"’ family, is 
never absent for re- 
pairs, but has the 
same flare for con- 
tinual work as she 
has for displaying 
your lovely  mer- 
chandise. 


Rubberlite 
Mannequins 
by Profita 

WILL NOT SHRINK, WARP OR CRACK 


They represent a definite insurance against repairs and annoyance 
due to breakage. Let us send our representative or write for 





illustrations. 
DURABLE DISPLAYS, INC. 
2010-18 S. Halsted St., Chicago 4 W. 37th St.. New York 














We are pleased to announce 
our association with 


Greneker Studios, Inc. 


You are cordially invited to inspect our hand- 


carved wooden displayers at their showroom. 


133 WEST 52ND ST., NEW YORK 


PRESSMAN & TEMPEST CO. 


FEATURING ART IN WOOD 
308 CHERRY STREET PHILADELPHIA, PA. 








For Spectacular 
DISPLAYS Quay, 
Use—> @ ©. 


Color and light EFFECTS 
that STOP THE CROWDS 


For more reliable motion displays, use fourht No a] Backgrow Drapes, Mer 
FLEXO ACTION mechanisms. Fine Te 2 ree Wen hie re es ae 
geared motors for every movement. Any WF. Sel TT Biocklight. 16 Exhibits 91 ¢ 
speed, current or type of motor. U. V. Lamp! New York World's | 
TURNTABLES: 30 to 1000 |b. loads “a | 
plavs Investi te this new . 
ments, $5. : - 
Ws 





N54, 4m a CO) aC a VOOM I cchngue Request booklet 
211 North Morgan Street Chicago, Ill. STROBLITE CO., 35 West 52nd St., New York 
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OPPORTUNITY EXCHANGE 








responsibility. No others need apply. 


DISPLAY BUILDERS — DISTRIBUTORS 
Moving-Words Signs Make Big Money! 


Moving Words Sign, a new advertising mass appeal display device, rivals expensive 
electric board equipment at fraction of cost. 
small and large stores and other business organizations to utilize advertising advan- 
tages of big electric animated signs. Any number of words from 1 inch to 3 feet high, 
up to 30 feet long. Runs continuously and automatically, on a solid surface or through 
any transparent material. Costs little to buy or use, lasts for vears. For stores, 
theatres, hotels, roof signs, exhibits, displays, conventions, etc. Big Market. Party 
wanted must be established sign distributor, display builder or agent with financial 


Moving Words Projecting Adv., 4505 N. Kedzie, Chicago 


New principle, fully patented, enables 








DISPLAYMAN WANTED 


A growing men’s shoe chain is consider- 
ing operating its own display department 
and is interested in the services of a 
practical man capable of executing dis- 
play work and also running the depart- 
ment. Only applicants with experience 
and between the ages of 25 and 35 need 
apply. In sending in applications, please 
list complete experience, personal history 
and background. \ddress all applica- 


tions to 
“S$ GC. ” 


Care DISPLAY WORLD 


DISPLAY MANAGER WANTED 
Large Eastern wholesale organization re- 
quires experienced display manager with 
abundant imagination and originality to 
keep sample floor displays interesting and 
inviting on limited budget. Must know 
how to direct others and be familiar with 
popular priced dry goods, style lines and 
household hardware displays. Good sal- 
ary. In reply state age, education, expe- 
rience, and attach recent snapshot. We 
will handle your application in strict 
confidence. 
Address “BOX C. I.” 
Care DISPLAY WORLD 








ADVERTISING — HOME STUDY-—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common. school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 2666 Chicago 








Combination Salesman and Window Man 
wanted by exclusive men’s wear store in 
Florida. Starting salary, $20 to $25 per 
week. Good opportunity. 
Address “W. W.” 
Care DISPLAY WORLD 


LONE RANGER DISPLAY 
OUTFIT 


Proven a great success—compelling dis- 
play to attract children to toy department 
during Christmas season and for an at- 
tention-getting holiday window. Will sell 
complete outfit or any number of indi- 
vidual pieces. 


Frederick Loeser & Co., Inc. 


Fulton at Bond Sts. Brooklyn, N. Y. 
Phone TRiangle 5-8100, Ext. 197 











Sign and Display Supply House, New England 
Branch has opening for experienced manager 
to take complete charge. Good = salary and 
bonus State qualifications All replies con 
fidential 


Address “C. B.” 
Care DISPLAY WORLD 


POSITION WANTED 
A-1 Advertising and Displayman seeks 
new connection with department. store. 
Thirteen years with present concern. Ex- 
cellent references. State salary. 


Address “G. J.,” care DISPLAY WORLD 








Want A Better Job? Learn Window and Interior 
Store Display, Showeard Writing, Background 


Design, Retail Advertising — Sales Promotion, 
Advertising Copy and Layout. Courses for begin 
ners and_ professionals. Individual, practical 


training. Placement opportunities. Booklet DW 


DISPLAY INSTITUTE 


119 W. 57th St., New York Columbus 5-5519 


WILL BUY 
MECHANICAL PIECES 
For Toy Window Display 

Send photo and all information at once to 


MILTON HARTMANN, Care Brager Eisenberg, 
Baltimore, Md. 











COURSES in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—individ- 
ual Advancement. No Correspondence Courses. 


THE RAY SCHOOLS 


William F. Ray, Pres.; J. Duncan Williams, Dir. 
Dept. DW, 116 South Michigan Blvd., Chicago. 











FOR SALE — AT HALF PRICE 


One dozen 25-inch Paper Santa Clauses 


One dozen Large Cloth Parachutes 
Six White Wire Christmas Trees 
in three sections, each six feet long 


DEWEES 


1122-24 Chestnut St. Philadelphia, Pa. 











WANT ADS—Oj all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, 
cash with order. September forms close September 10. 
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THINK THIS OVER 
[Continued from page 46} 


part of the educational side of any displa; 
convention. The judges this year failed t 
follow the rules and thus displaymen whx 
spent good money paying dues and investing 
in photographs were deprived of winning 
prize. Regardless of whether or not th 
photographs were bad is not the questio: 
for the judges to decide, because I defy an 
display director, however learned he may bx 
to look at a black and white photograph an 
say this window is “arty” and therefore 
did not sell merchandise. Perhaps, if th 
truth were known, the photographs that 
were not judged by the committee actuall 
sold more merchandise than many of th 
prize winners in other classifications. If th 
judging committee can look at a photograp! 
and tell exactly whether the display will 
sell or not, they are geniuses. The fact is 
that they failed to encourage the entries ii 
twenty classifications, possibly entries by 
young men who need this encouragement 
Winning a prize medal means much to a dis 
playman when he returns home and tells his 
boss and the people he works with every day 
If the committee members had thought back 
to their early struggles in display and per 
haps remembered the thrill it was to win 
a prize, probably they would have been a 
bit more generous in handing out a tew 
more of the medals that were already pur- 
chased for the occasion. 


The many comments received on the para 
graph concerning greener pastures for op- 
portunity in the display field in a_ recent 
column brings to mind a man who is quite 
happy with the pasture under his feet. He 
started to work in his present store ove! 
forty-two years ago and is still going strong. 
The I. A. D. M. was an infant then in its 
first year of life when a young, ambitious 
boy joined the S. Kann & Sons Department 
Store, Washington, D. C. This lad was 
learning about petticoats, laces, and bustles 
when the news flashed across the country 
that William McKinley was shot by an an- 
archist at the Pan-American Exposition at 
Buffalo in 1901. Since that time many events 
of history have taken place at the national 








DISPLAYMAN 
SIGN WRITER 


Desires position. Ten years’ experience ce 
} 
signing. constructing displays, backgrounds and 
signs. Moderate salary. 
Address “A = 


Care DISPLAY WORLD 








FOR SALE 
at a very reasonable figure two complete 
duplicate sets of Lord & Taylor Christ 
mas bells. Will sell either or both. 
Address RICE’S FASHION CORNER 
Norfolk, Va. 











DISPLAYMAN 


desires position in department store. Exper! 
enced in modern high standards of display 
Capable of doing a complete and_ satisfactory | 
job. Expert card writer. Sober, married, eth- | 
cient, excellent references. | 
Address “S. W.” 
Care DISPLAY WORLD 
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capital. As the years moved forward with 
ever-changing events, Joseph McCann, too, 
moved forward, ever increasing his display 
knowledge and friends. He did not seek 
the greener pastures, but made the most of 
what lay under his feet. Forty-two years 
of display in one store is a record of ster- 
ling worth. Theodore Roosevelt once said, 
“In really great men there must be both 
the heart of gold and the temper of steel.” 
\ displayman who gives all these years of 
his life to one store and keeps active in dis- 
play affairs has both the heart of gold and 
the temper of steel. Joe has accomplished 
many things, but one ambition in life was to 
have a national convention at Washington, 
D). C. This was written into the history of 
the I. A. D. M. in 1938. This year another 
honor came to him when he was elected 
president of the association. A forty-two 
gun salute to Joe McCann! 


W. W. Rowley Wins 
Display Contest 


First prize of $250 in the large department 
store group has been awarded W. W. Row- 
ley, The Emporium, San Francisco, for his 
entry in the display contest sponsored by 
Shulton, Inc., in connection wich a Father's 
day promotion. P. Knempel, Chandler & 
Co., Boston, won second place and $100, with 
third prize of $50 going to G. L. Heidt. 
Crowley Milner & Co., Detroit. 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


bib OUR many thousands of subscribers who have wishea 
for an inexpensive way of binding and preserving their 
copies of DISPLAY WORLD we offer the new and beautif 
PERMO BINDER to fill this very definite need. This binder 
s simple + se. No punching or marring of magazines 
necessary. A k and the magazine is in. ind witt 


patented nstr Tior ny issue In DE } kiy and easily 


PERMO-BOUNI 
6 
Send check for $1.50 for each binder desired, $1.75 foreign. 


DISPLAY WORLD .. . . Cincinnati, Ohio 

















; GLASS SILK (SPUN GLASS 
ePlease Mention DISPLAY WORLD  peautiful Waterfall Effects, Motion “sa with 
When Wuiting Advertisers 


ind without Colored Lighting. Pure White—Fireproof 
Also Glass Tubes, Rods and Gazing Globes 
When You Attend the New York World's Fair 
Be Sure to See Display at our N. Y. Office 
Manufactured by 
FRIEDRICH & DIMMOCK 


bactory Milivilie, N. J 


Sales Office: 7 East 42nd St., New York 














Novodom Turntable 


Runs 4 Weeks on 
Flashlight Batteries 


WIRES 

N PLUGS 
ELECTRICITY 

ARISTO MFG. CO. 


630 5th Ave., New York City 
Agents Wanted 











—'"Sometimes | think Jenkins over-dramatizes his displays a bit.""— 











NATURAL WOOD BARK 


In sheets approximately 8 feet by 18 inches 
Ideal for Fall and Winter Displays 


$2.00 per sheet in lots of four or more 
Less than four sheets, $2.50 per sheet 


GENERAL DISPLAY CORP. 
CAREW TOWER CINCINNATI, OHIO 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch 
CASH WITH ORDER 



























Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


_| Air Brushes 
Airpainting Equipment 
Animated Signs 

) Artificial Flowers 
Artificial Snow 
Backgrounds 

| Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Racks 

(]) Drawing Boards 

Enlarging Projectors 

() Fabrics and Trimmings 
| Fixtures 

Flags and Banners 

(} Foils 
|] Grass Mats 

] Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 

] Lithographed Displays 

(} Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
] Motion Mechanisms 
J Natural Foliage 

] Pageants & Exhibits 

] Plaques (Window) 

] Papier Mache Specialties 
() Photographic Blowups 
| Plastic and Composition Pieces 

Price Cards—Tickets 

() Price Ticket Holders 
Sale Banners 

] Socks—Window 

(} Show Cards 

C) Show Card Colors 

L) Show Cases 

Lz Show Case Lighting 

CL) Signs—Card Holders 
Signs—Brass— Bronze 

}] Signs—Electric 
} Sleeve Forms 

) Stencil Outfits 
] Stock Posters 
) Store Designing 
Store Fronts 
Tackers 
Time Switche; 

) Turntables 
Valances 
| Wall Board 
Window Drapes 
Window Lighting 
Wood Carvings 


Do you wish a copy of their catalogue? 
Do you plan to remodel your store soon? 
Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 












Display Manager 


City State 
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AUGUST, 1914 


What was undoubtedly one of the very 
first of a long series of displays owing their 
origin to the World War which began in 
\ugust, 1914, was installed by H. H. Tar- 
rasch, at the F. & R. Lazarus Company, 
Columbus, Ohio. It was thought that the 
war would be of only a few months duration 
and that display should capitalize on it while 
the subject was “still news.” Incidentally, 
Jerome Koerber, Strawbridge & Clothier, 
Philadelphia, was marooned in Berlin at 
this particular time. FE. M. McCartney, 
Joseph Horne & Co., Pittsburgh, was also 
believed caught in the mesh of war, but his 
exact location—whether in Germany, Aus 
tria, or England—was unknown. 

The third annual convention of the Cana- 
dian Window Trimmers Association was 
held at Toronto, at which time the name 
of the organization was changed to Canadian 
\ssociation of Display Men. New York 
City was selected as the site for the 1915 
convention, when it was proposed to affiliate 
with the International Association of Dis 
play Men 

The name of the Greater New York Win 
dow Trimmers and Display Managers Asso- 
ciation was changed to Greater New York 
Display Mens Association. 

sert A. Smyser was display director tor 
Stone-Fisher Company, Tacoma, Wash. . 
W. K. Best tor Turner-Ebinger Company, 


Marietta, Ohio . John H. Hobelman for 
B. Nugent & Brothers, St. Louis... C. O. 
Johnstone for M. L. Rothschild & Co., Min- 
neapolis ... O. F. Ballou for C. H. Almond 


Dry Goods Company, Lynchburg, Va... . 
L. A. Rogers for FE. M. Kahn & Co., Dallas 

Will R. Ashby for Keith O’Brien Com 
pany, Salt Lake City ...C. E. Wilson for 
The Killian Company, Cedar Rapids, Iowa 

Harry W. Hoile for Loveman, Joseph & 
Loeb, Birmingham . H. B. Martin for 
Duffy-Powers Company, Rochester, N.Y. 

. John W. Turley for Brown Thomson & 
Co., Hartford, Conn _W. F. Schultz for 
Kerr Dry Goods Company, Oklahoma City 


AUGUST, 1929 


Walter J. Randolph, formerly display 
manager for Roos Brothers, Hollywood, took 
a similar position with Silverwood’s, Los 
Angeles. W. B. Parkin, Robert Derr, and 
KF. B. Hayden were his associates in the 
department 

M. F. Long assumed charge ot display for 
Scott Stores, subsidiary of Butler Brothers, 
Chicago. He had formerly been in charge 
of interior and counter displays for Mont 
gomery Ward & Co. 

George H. Jaynes resigned as display 
manager for Kespohl-Mohrenstecher Com 
pany, Quincy, Iil., to accept the same post 
with the Style Store, Springfield, Mo 

Otis S. Malcolm joined Chapman & 
Wickett Company, Fullerton, Calit., as dis 
play managet 


Fred Krieger was named interior display 





manager for Stewart & Co., 
Mrs. Cora Scovil joined 


AUGUST, 1933 


New York Cit 
Russek’s, Ne 


York City, as display director. 


Albert Bliss Addresses 
Millinery Clinic 


One of the speakers beiore the rec 
fifth fashion merchandising clinic of 


Millinery Merchandising E 
ciation at the Waldorf-Ast 
York City, was Albert J 


xecutives As 
yria hotel, N 


sliss, preside 


Bliss Display Corporation, of the same ¢ 


Bliss discussed three angle 
entation of fall millinery, ¢ 
as the style display, assortm 
atmospheric display, the lat 


s for the p! 
lescribing tl 
ent display, a 
ter designed 


vet the customer thinking in terms of 


approaching seasons. Color 


schemes he 


vised for autumn hat display were m 


greens, wines, sienna, ocl 


beige 


ires, gold 
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DISPLAYS 


Sell “The World of Tomorrow” 
to the People of Today- 


BUILT WITH BAKELITE LAMINATED! 


ERMANENTLY lustrous, colorful, 

light in weight, and extremely 
durable ... Bakelite Laminated is the 
logical choice of many leading exhibi- 
tors and concessionaires at the New 
York World’s Fair, for the construc- 
tion of their attractive booths and dis- 
plays. 

Pictured are just four of many ex- 
hibits at the World’s Fair that suggest 
the unlimited possibilities of Bakelite 
Laminated for eye-compelling, sales- 
winning display work. For example, in 
the cireular General Motors display, 
over 40 transparent photographs in- 
corporated in translucent Bakelite 
Laminated furnish striking inside-illu- 
minated panels. 

In Child’s food booths and the 
Bakelite Plastics exhibits, lustrous, 
Opaque, as well as translucent, Bakelite 


S17 THE BAKELITE EXHIBIT. 


Co. exhibit acquires animation from translucent Bakelite Laminated 


HALL OF 


The spiral photographic transparency of this General Motors display is made from translu- 


cent Bakelite Laminated (Lamicoid) illuminated from within. Right: This Aetna Insurance 


with moving lights in rear 


Laminated lends rich color and spar- 
kle. And in the Aetna demonstration 
panel, translucent Bakelite Laminated 
serves as a screen for moving lights 
within. 

Your displays, signs and exhibits can 
acquire similar new sparkle and sales- 
effectiveness from versatile Bakelite 
Laminated. Their long life and ready 
cleanability save expense for replace- 
ments and maintenance. Write for 
detailed information in booklet 35L, 
“Bakelite Laminated.” 

Bakelite Corporation, 247 Park Ave., N. Y. 


Chicago: 43 East Ohio Street 


Bakelite Corporation of Canada, Ltd.,163 DufferinSt., Toronto 
Electrical Specialty Co. ,Inc.,San Francisco, Los Angeles,Seattle 


PLASTICS HEADQUARTERS 





THAT 





Lamicoid) screens 


INDUSTRIAL SCIENCE. 





Bakelite Corporation's complete exhihit of plastics products is 
built from rich white and blue Bakelite Laminated ( Formica) 





Child's Food Booths are constructed with durable countess 


of red Bakelite Laminated ( Formica) and luminous «gns of 


translucent Bakelite Laminated ( Formica) 












NEW YORK WORLD'S FAIR 1939 


(AY DISPLAY 
ITEMS for 
FALL 1939 


SEND FOR HANDBOOK containing com- 
plete list (illustrated) of NEW DISPLAY 
MATERIALS. 












Three selected items are illustrated here. 
They indicate the high level of originality, 
appeal and variety characteristic of all 


GLOSSIROLL PRODUCTS. 


All the ideas were designed with a clear 
understanding of the varied needs of mer- 
chandise showmanship. They will insure in- 
terest, fine form and unusual display 
inventiveness to FALL window, store and 


counter arrangements. 


Shee 
au 


EXCELSIOR 


PAPER SPECIALTIES CO., Inc. 
DEPARTMENT D 


640 W. 57th ST., NEW YORK CITY 
































































FP6 . . . Woodland Scene .. . printed repeat 4 
repeats to a roll 40 inches by I6 feet (approx.). 
Can be cut and used as individual panels. 





FP7 ... Wild Birds . . . printed repeat 4 repeats 
to a roll 40 inches by 16 feet (approx.). Can be cut 
and used as individual panels. 
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SPIO . . . Sport Scene .. . 40 inches by 16 feet 
(approx.). Printed in 5 colors, 4 repeats to a roll. 
A compelling panorama of the great outdoors .. . 


an invitation to let go... to swing into action bs 
to revel in the sun ... to open purse strings . . . to 
laugh . . . to live. A very colorful and appealing 


repeat idea finished in five colors. 














